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Synopsis 
1 Introduction 
 The emergence of digital media has become the most significant change to the industry 
since the advent of television (AMA 2018). Firms are gradually shifting their traditional media 
investments to digital media to engage with consumers and increase sales (Hudson et al. 2016; 
Kumar et al. 2016; De Vries, Gensler, and Leeflang 2017). Recent reports have suggested that 
in 2019, digital media will account for 50.1% of total marketing communications spending 
worldwide (eMarketer 2019). The development is in line with the steady rise of global online 
sales, indicating that consumers nowadays increasingly make purchase decisions in the digital 
environment (Kannan and Li 2017; Statista 2019a). Particularly, social media plays an 
important role due to the immense reach of platforms like Facebook, Instagram, or Twitter. As 
of April 2019, the platforms’ active user count reached 2.32 billion for Facebook, 1.00 billion 
for Instagram, and 0.33 billion for Twitter (Statista 2019b). Therefore, such platforms constitute 
a considerable opportunity for firms to engage with their audience.  
 Despite the great potential of digital media, research has demonstrated that advertising 
elasticities decreased dramatically with the rise of digital marketing communications. While the 
elasticity accounted for .41 in 1984 (Assmus, Farley, and Lehmann 1984), it declined to .24 in 
2011 (Sethuraman, Tellis, and Briesch 2011). The drop can be explained by various factors. 
First, the number of digital touchpoints (i.e., digital marketing communication instruments), 
which consumers face on their path to purchase, has increased with the rise of digital media 
(Lemon and Verhoef 2016). Their customer journey is enriched by digital touchpoints since the 
mid-1990s when the first display ads appeared on the web (Burton 2009; Lemon and Verhoef 
2016). Since then, a variety of touchpoints have occurred, e.g., social media fan pages, firm-
owned blogs, e-mail newsletters, or websites (eMarketer 2019). In addition, user-generated 
content such as electronic word-of-mouth becomes more and more present in digital media. The 
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large number of diverse touchpoints challenge firms to catch the consumers’ attention (Cho and 
Cheon 2004). Second, considering particularly social media platforms, a vast number of 
postings are distributed on a daily basis and, thereby, consumers experience a sensory overload, 
which puts firms equally under pressure to get noticed by them (Brandwatch 2018; Cho and 
Cheon 2004).  
 In this challenging environment, digital content becomes an important vehicle for firms 
to break through the clutter and reach their target audience. Traditional advertising content (e.g., 
TV or print) has been discussed for decades in the marketing literature and has been identified 
as one of the most important drivers of advertising effectiveness (e.g., Tellis 2004). Research 
has demonstrated that changes in advertising content are by far more influential on sales than 
changes in advertising spending (Eastlack and Rao 1989; Lodish et al. 1995). Building on this 
knowledge, firms can use digital content as a means to achieve their marketing goals (Kumar 
et al. 2016). Recently, firms increasingly seek new ways to catch the consumers’ attention, 
whereby novel marketing tools such as digital content marketing emerge (Content Marketing 
Institute 2019). Practitioners established entities such as the ContentMarketingInstituteTM that 
provide marketers with best practices. Particularly such practitioners stress the importance to 
create valuable content for consumers as the key to success (Jefferson and Tanton 2015; Wong 
An Kee and Yazdanifard 2015). The options a firm has in content (i.e., firm-generated content) 
creation are versatile, e.g., they can focus on the product they aim to promote by highlighting 
product attributes, tell an entertaining story related to the brand, or provide factual information 
besides the product (Zhu and Dukes 2015). Further, they can choose among various executional 
cues like verbal or visual designs (e.g., De Vries, Gensler, and Leeflang 2012).  
 Having many possibilities to convey a message to consumers and being aware of the 
great influence of content, marketers remain insecure on which type of content is the most 
effective one for their digital marketing campaigns. On the one hand, measurement problems 
appear. When is content perceived as valuable by consumers? A lack of models that are able to 
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assess the latent construct consumer-perceived content value leads to insecurities. On the other 
hand, marketers are uncertain about what should be communicated to consumers. As already 
mentioned, novel marketing tools such as digital content marketing appeared recently, which 
neglect the mere promotion of products but provide information or stories for the consumers 
(Content Marketing Institute 2019). In this context, the questions arise when should marketers 
apply digital content marketing over typical advertising and, further, what is perceived as more 
valuable? While the literature lacks empirical evidence on such topics, it is quite rich when it 
comes to an executional perspective, i.e., how a message is executed. Existing research 
predominantly has addressed executional cues such as the impact of the implementation of 
videos, sweepstakes, or questions in the content on, e.g., performance metrics like clicks or 
comments on content posts (e.g., Ashley and Tuten 2015; Gavilanes, Flatten, and Brettel 2018; 
De Vries, Gensler, and Leeflang 2012). The results are helpful for marketers as guidelines in 
content creation from an executional perspective but exist quite diverse in the literature due to 
a large number of distinct relationships that have been examined.  
 Accordingly, this dissertation investigates digital content by developing a measurement 
model for the assessment of perceived content value, providing empirical results on digital 
content marketing, and reviewing the literature to offer managerial implications for content 
creation and assessment from an executional point of view. Table 1 presents a short overview 
of the three dissertation essays. 
Table 1: Brief Overview of Dissertation Essays 
Essay Title Author 
I CONVAL: A Measurement Model for Assessing Consumer-Perceived Firm-
Generated Content Value in Social Media  
Verena Sander 
II Consumer-Perceived Value of Digital Content Marketing: 
Evidence from a Field Experiment on Facebook  
Verena Sander 
III The Effectiveness of Digital Content in Paid, Owned, and Earned Media: 
A Review and Framework 
Verena Sander 
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2 Research Objectives 
 The overall objective of this dissertation is to create insights on the effectiveness of 
digital content in its diverse forms as a part of a firm’s marketing communications. Essay I 
deals with the major challenge of measuring consumer-perceived firm-generated content value 
in social media by developing a measurement model that is able to capture the latent construct 
of value. Moreover, the essay aims to reveal differences in value perceptions between the 
distinct platforms Facebook, Instagram, and Twitter in order to provide marketers 
recommendations for an integrated social media strategy. The measurement model is suitable 
for any type of content, regardless of whether a product or brand is visible in the content or if 
the perceived value of content marketing is measured, whereby products are sometimes not 
shown at all. While essay I stays unspecific in the content type, essay II takes specifically digital 
content marketing into account and provides as the first article in the literature1 empirical 
evidence on this topic. It is challenging to operationalize digital content marketing and 
particularly to detail out differences to advertising. However, essay II addresses this challenge 
and proposes key characteristics that distinguish digital content marketing from advertising. 
The major aim lies in demonstrating if and how digital content marketing is capable of creating 
higher perceived content value in comparison to advertising across different consumption goals 
(i.e., hedonic vs. utilitarian) and how it translates into consumer engagement as the ultimate 
goal of digital content marketing (e.g., Hollebeek and Macky 2019). Given the importance of 
social media, the first two dissertation essays focus on this specific channel. As studies on 
executional cues of digital content have evolved in the leading marketing journals during the 
last two decades in paid, owned, and earned media, essay III aims to provide a literature review 
that helps marketers mind critical factors in content creation and assessment. Also, electronic 
word-of-mouth (eWoM) as a part of earned media is considered here since it is crucial for 
 
1 To the best of my knowledge. 
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marketers to evaluate also content that is created by consumers in order to assess its 
consequences. A synoptic framework of content dimensions and consequences serves as a 
summary of examined effects, while detailed study results are the basis for managerial 
implications and suggestions for future research.   
3 Domain of Research  
 This dissertation is rooted in the area of digital media in marketing communications 
(e.g., Belch and Belch 2015; Kannan and Li 2017). Ever since digital media has redefined the 
marketing communication parlance with its unique capabilities, the literature refers to the term 
traditional media to describe offline communication instruments like TV or print and to digital 
media to label online communication instruments like display banners or social media posts 
(Kannan and Li 2017; Lovett and Staelin 2016; Stephen and Galak 2012; De Vries, Gensler, 
and Leeflang 2017). Marketing communication—either online or offline—is concerned with 
conveying a certain message from the firm (“sender”) to the consumer (“receiver”) with the 
firm’s aim to influence consumer behavior (Dahiya and Gayatri 2018; Rowley 2008). The 
message itself, which is inherent in content, consists of a message strategy (i.e., “what should 
be communicated”) and an execution (i.e., “how the message should be conveyed”) (Belch and 
Belch 2015; Percy, Rossiter, and Elliott 2001).  
 Marketing communication instruments are often referred to as so-called touchpoints. 
They denote a place where consumers can get in touch with a firm on their customer journey 
and act as a transmitter of content (AMA 2018; Lemon and Verhoef 2016). The touchpoints 
exist in three different media types, namely paid, owned, and earned media (Lovett and Staelin 
2016). This classification predominantly came up in the area of digital media, however, all 
digital touchpoints find their offline counterparts as Figure 1 illustrates. Since consumers expect 
a seamless customer experience, it is crucial for firms to offer an integrated customer journey 
in which all touchpoints are aligned to each other (Lemon and Verhoef 2016).  
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Figure 1: Overview of Marketing Communication Instruments 
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 This dissertation touches all of the three digital media types as visible in Figure 1. Paid 
media denotes instruments such as display banners, while owned media refers to firm-owned 
channels such as websites and fan pages on social networks (Stephen and Galak 2012). Earned 
media indicates media that is not directly generated by the firm (or its agents) but rather by 
users and, therefore, not in control of the firm. In this context, electronic word-of-mouth 
(eWoM) is often examined in the literature, which is a product/brand-related interpersonal 
communication form of user-generated content (UGC) (Berger 2014). UGC/eWoM can appear 
on various touchpoints such as blogs or discussion boards but mostly occur in reviews or social 
network posts.  
 As shown in Figure 1, essay III of this dissertation takes touchpoints from paid, owned, 
and earned media into account, while the essays I and II are settled in the area of social media—
more precisely in the social networks Facebook (essay I), Instagram, and Twitter. The 
platforms’ foci differ from each other and users are supposed to show different behaviors 
(Schweidel and Moe 2014). While Facebook is a social networking site that is primarily used 
by consumers to connect with each other (Smith, Fischer, and Yongjian 2012), Instagram, as a 
platform having an audio-visual focus, is mainly used by consumers to fill empty moments and, 
therefore, seek more for entertainment (Voorveld et al. 2018). Twitter is described as a micro-
blogging site, emphasizing that users quickly are informed and up to date (Toubia and Stephen 
2013; Voorveld et al. 2018). 
 Essay I and III do not further specify any message strategy (i.e., “what should be 
communicated”) of the digital content. Essay I refers to firm-generated content (in social media) 
in general, including all types of message strategies, while essay III focuses on the message 
execution (“how the message should be conveyed”). On the contrary, essay II particularly 
considers digital content marketing, which can be regarded as a specific message strategy of 
firm-generated content. The conducted study utilizes a Facebook fan page as a touchpoint, 
however, digital content marketing can occur on various touchpoints (Content Marketing 
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Institute 2019). At this point, two examples should reflect the common practice in digital 
content marketing and give the reader an idea about this marketing tool. Consider the two 
Facebook content posts from Whole Foods and Nike in Figure 2. Whole Foods’ content post 
should serve as an example of providing factual content for the consumers (Zhu and Dukes 
2015). The retailer chain publishes tips and tricks about healthy living and cooking recipes on 
its social media fan page. In the content post, the company educates its consumers with a video 
on how to dye Easter eggs naturally. By doing so, the brand stays in the background, while 
concrete information on a certain topic is delivered to the consumers. Nike’s content post can 
be instanced as an example of storytelling. The company does not provide concrete information 
but evokes emotions by telling the story of an 81-year old woman running her first marathon. 
Nike as a brand as well as any product by Nike is hardly mentioned in the video. Instead, Nike 
emotionally encourages people to believe in their dreams through the story. 
Figure 2: Examples of Digital Content Marketing 
 
Whole Foods  
factual content  
  
Nike 
storytelling 
 
 
 
Source: Official Whole Foods and Nike fan pages on Facebook (2018).  
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4 Overview of Dissertation Essays 
 The first essay titled “CONVAL: A Measurement Model for Assessing Consumer-
Perceived Firm-Generated Content Value in Social Media” authored by myself (Sander 2019) 
develops and validates a second-order measurement model to measure the latent, formative 
construct consumer-perceived firm-generated content value in social media. The “CONVAL” 
model consists of 17 reflective items in its first order and 4 distinct causal indicators in its 
second order. As the first step of the scale development process, I present an extensive 
qualitative study including 12 focus group discussions (N = 74). Model validation is based on 
a sample of N = 902 Facebook, Instagram, and Twitter users from the United States. 
Methodologically, I apply various statistical procedures using covariance-based software (R 
lavaan project) to explore the best fit for the measurement model and to establish important 
validities (i.e., indicator reliability, discriminant validity, convergent validity, internal 
consistency, known-groups validity, predictive validity, and predictive scale validity). In 
addition, a multi-group model reveals differences in value perception between the three focal 
social media platforms. 
 The second essay titled “Consumer-Perceived Value of Digital Content Marketing: 
Evidence from a Field Experiment on Facebook” authored by myself investigates whether 
digital content marketing is capable of creating higher perceived content value across hedonic 
and utilitarian consumption goals and how value translates into consumer engagement. I define 
external messages as a key characteristic of digital content marketing and internal messages to 
represent digital advertising. I set up a conceptual framework similar to a stimulus-organism-
response model and develop pertaining hypotheses. Within the framework, I implement the 
CONVAL model as the organism/internal response as developed in essay I. Two pre-studies 
are presented before four different stimuli in the form of content posts are created and applied 
in a field experiment on Facebook in cooperation with a company. I use structural equation 
modeling utilizing the variance-based partial least squares algorithm for hypotheses testing.        
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 The third essay titled “The Effectiveness of Digital Content in Paid, Owned, and Earned 
Media: A Review and Framework” authored by myself derives a synoptic framework of content 
dimensions and consequences out of 69 extracted articles from leading marketing journals. The 
framework consists of six distinct content dimensions and their impact on firm-related 
consequences. As a special case, I also introduce perceptual attributes as a mediator in the 
framework. The 69 articles served as a basis for first, a macro-level analysis on a descriptive 
level and second, a micro-level analysis on a more detailed level in order to derive managerial 
implications as well as to reveal directions for future research.  
 Table 2 offers an extended overview of the dissertation essays. 
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5 Summary of Dissertation Essays 
 In the following, a comprehensive summary of each dissertation essay is presented, 
which describes each essay’s motivation, objectives, approach, key findings, and contributions 
in greater detail. Each summary is written to stand on its own so that readers are not required 
to read any preceding sections. 
   5.1 Essay I: “CONVAL: A Measurement Model for Assessing Consumer-Perceived 
Firm-Generated Content Value in Social Media” 
Author: Verena Sander  
 Social media (SM) plays an increasingly important role in digital marketing 
communications. As of April 2019, Facebook achieved 2.3 billion, Instagram 1 billion, and  
Twitter 0.3 billion active users worldwide (Statista 2019b). The reach is immense and, 
consequently, firms are more and more investing in SM channels as a means to engage with 
consumers (Kumar et al. 2016; De Vries, Gensler, and Leeflang 2012). Specifically, firms 
establish so-called brand fan pages and create firm-generated content (FGC)2 incorporated in 
content posts for these pages. Such pages belong to the domain of owned media, meaning they 
are in control of the firm (Lovett and Staelin 2016). The major challenges that come along with 
this development lie in content creation and measurement. Firms have numerous options to 
generate FGC since a content post offers a wide range of possibilities. On the one side, firms 
have to decide on the message (“what should be communicated”?) and on the other side, they 
need to choose how the message should be conveyed to the consumers (Belch and Belch 2015), 
e.g., through a video, picture, or text. Some practitioners established entities such as the 
ContentMarketingInstituteTM that enjoys great popularity and is without a doubt helpful for 
 
2 Note that the terms firm-generated content (FGC) and content (as a short form) are used interchangeably in this 
section.  
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firms as a source of advice and best practices. However, available guidelines on content creation 
are only scratching the surface by essentially recommending firms to create valuable content 
(Pulizzi 2012). Hence, marketers remain insecure where to focus on when designing content 
for the firm’s fan page—particularly, if the firm owns fan pages on diverse platforms like 
Facebook, Instagram, and Twitter. Moreover, measurement problems constitute a huge 
problem. Besides the ubiquitous challenge to assign the return on investment to content 
marketing activities, marketers are groping in the dark about what valuable content really means 
to consumers (Content Marketing Institute 2017). How can the latent construct consumer-
perceived FGC value be measured? The academic literature, as well as practitioners' guidance, 
lack a precise model, which is able to capture the consumer-perceived FGC value accurately in 
the context of SM fan pages. To fill this gap, I develop and validate “CONVAL” in my first 
dissertation essay. 
 CONVAL is a second-order model to measure the latent construct consumer-perceived 
FGC value. It consists of 17 reflective items in its first order and 4 causal indicators (i.e., 
entertainment, information, empathy, and irritation3) forming content value in the second-
order. Therewith, value is treated as a formative construct similar to the “Type II” classification 
according to Jarvis, MacKenzie, and Podsakoff (2003). The identification of constructs as 
reflective and formative, respectively, is subject of debate since the early 2000s (e.g., Bainter 
and Bollen 2014; Diamantopoulos, Riefler, and Roth 2008; Diamantopoulos and Winklhofer 
2001; Jarvis, MacKenzie, and Podsakoff 2003; Petter, Straub, and Rai 2007; Rossiter 2002). 
Therefore, I carefully apply decision rules and takes prior developed measurement models into 
consideration to decide on the content value construct’s identification as formative (Jarvis, 
MacKenzie, and Podsakoff 2003, p. 203).  
 
3 Note that irritation includes negative items. 
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 Furthermore, prior developed models lead to the assumption of CONVAL being a 
second-order measurement model. In particular, I take models assessing website/e-commerce 
site quality (as a value-related construct) into consideration (e.g., Aladwani and Palvia 2002; 
Barnes and Vidgen 2002; Loiacono, Watson, and Goodhue 2007; Wolfinbarger and Gilly 2003; 
Yoo and Donthu 2001). Moreover, the well-known web advertising value model by Ducoffe 
(1996) and the prior formative identification of consumer-perceived value by Lin, Sher, and 
Shih (2005) are used as starting points for the CONVAL conceptualization. As I show at a later 
stage in the essay, the second-order conceptualization offers the best model fit.  
 I start the development process with a short literature review and an extensive 
explorative study for item generation (“stage I”). Since available literature does not satisfactory 
covers the domain of SM, I performed 12 focus group interviews (N = 74 national and 
international participants in total) to reveal consumer perceptions of FGC on Facebook, 
Instagram, and Twitter. This type of item generation constitutes a common and recommended 
procedure (e.g., Churchill 1979; DeVellis 2016; Seiders et al. 2007; Sweeney and Soutar 2001; 
Wolfinbarger and Gilly 2003). 9 of the focus groups were held in the form of personal 
discussion rounds, while 3 focus groups were conducted as online chats. Participants of the 
online chats were recruited by a market research agency in order to obtain more diverse 
participants with respect to age, occupation, and geographical region (Wolfinbarger and Gilly 
2003).  
 In “stage II” of the development process, I apply a structured conceptualization 
(Trochim and Rhoda 1986) and expert judgment (Einhorn 1974). At this stage, the aim is to 
provide a general overview of perceptual attributes of consumer-perceived content to answer 
the—casually formulated—question “what goes on in a consumer’s mind when evaluating FGC 
in SM”? Therefore, I consciously did not provide any definitions in advance to the judges. 
Sorting was based on similar perceived statements extracted from the focus groups and the 
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expert’s knowledge of marketing constructs. As a result, I present 66 items in 11 theoretical 
dimensions capturing general consumer perceptions of FGC in SM.4  
 “Stage III” is dedicated to the final construct: consumer-perceived FGC value. I conduct 
a second round of expert judgment. This time, a panel of 11 marketing experts received the 
definition of consumer-perceived FGC value5 in advance and rated each of the 66 items on a 
five-point scale according to its suitability to the definition (Bearden, Hardesty, and Rose 2001; 
Böttger et al. 2017; Zaichkowsky 1985). Furthermore, I conduct a pre-test using a convenience 
sample of 145 SM users to uncover the initial data structure. After this first purification, 35 
items in 5 dimensions are left. 
 A scale with 35 items is still too long to be usable in practice. For this reason, I set up a 
large-scale survey to develop a parsimonious scale (“stage IV”). An international market 
research agency recruited more than 900 SM users of Facebook, Instagram, and Twitter from 
the U.S., while survey administration was accomplished by myself. I develop and apply an 
iterative process for item reduction that comprises factor and reliability analyses, following 
procedures and recommendations from the literature (e.g. DeVellis 2016; Homburg, 
Schwemmle, and Kuehnl 2015; Parasuraman, Zeithaml, and Malhotra 2005). As a result, 4 
distinct dimensions consisting of 17 reflective items of consumer-perceived FGC value are 
presented. The dimensionality is established for the pooled data across Facebook, Instagram, 
and Twitter as well as for each subsample. I label the constructs as follows: 
- Entertainment (ENT) → “The content is… entertaining, creative, extraordinary, 
exciting, innovative, and enjoyable”. 
 
4 It should be noted at this stage that the large amount of perceptual attributes of consumer-perceived FGC offers 
great potential for further research. The dissertation essay focuses on content value in the following for the outlined 
reasons, however, further research may be conducted using the generated item pool as a basis.  
5 The definition was developed in section 2 of the first dissertation essay: "Consumer-perceived firm-generated 
content value is defined as an overall representation and assessment of what is perceived as valuable, important, 
and useful in a content post". 
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- Empathy (EMP) → “I can identify myself with the content”, “The content is relevant to 
me”, “I can relate to the content”, “The content is personal to me”. 
- Information (INF) → “The content is… accurate, complete, meaningful, and 
informative”. 
- Irritation (IRR)6 → “The content is… annoying, irritating, and intrusive”. 
 Since CONVAL is conceptualized as a second-order model having reflective measures 
in the first-order and formative indicators in its second-order, I apply rules for conventional 
scale validation for the first-order dimensions (e.g., Churchill 1979; Nunnally and Bernstein 
1994) and recommendations for validating formative constructs for the second-order (e.g., 
Diamantopoulos and Winklhofer 2001; Giere, Wirtz, and Schilke 2006; Jarvis, MacKenzie, and 
Podsakoff 2003; Petter, Straub, and Rai 2007). Thereby, I use a wide range of statistical 
methodologies and estimate the final model similar to a MIMIC (“multiple indicators of 
multiple causes”) model (Bainter and Bollen 2014; Joreskog and Goldberger 1975), which 
shows a “good” model fit (Browne and Cudeck 1993). In sum, indicator reliability, discriminant 
validity, convergent validity, internal consistency, known-groups validity, predictive validity, 
and predictive scale validity are demonstrated and established for CONVAL. Therewith, the 
model represents a reliable and valid instrument.  
 As a final step, I calculate a multi-group model following a procedure utilized by 
Chandon, Wansink, and Laurent (2000). Results indicate that for Facebook, empathy has the 
highest impact on consumer-perceived FGC value. On the contrary, entertainment is found to 
be the most important value dimension for Instagram, and information for Twitter. The findings 
are in line with prior research that has demonstrated the existence of differences between SM 
platforms (e.g., Schweidel and Moe 2014). Facebook is a social networking site, which is 
primarily used by consumers to connect with each other (e.g., Smith, Fischer, and Yongjian 
 
6 Note that irritation includes negative items. 
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2012). Focus group discussions have also revealed that consumers often feel overloaded with 
meaningless content, particularly on Facebook. Therefore, it appears consequent that empathy, 
i.e., the feeling of personal relevance of the content, is most important for value perceptions on 
Facebook. In contrast, Instagram is known for its audio-visual focus that is primarily used by 
consumers to fill empty moments (Voorveld et al. 2018). Consequently, entertainment has the 
highest impact on consumer-perceived value on this platform. Further, Twitter, as a micro-
blogging site, places its emphasis on news (e.g., Toubia and Stephen 2013). In line with this, 
information poses the most relevant dimension in consumers’ FGC value perception. 
 Moreover, I investigate whether the actual FGC on Facebook, Instagram, and Twitter is 
perceived as it should be in order to be assessed as valuable. Theses examinations reveal “trade-
offs”: On Facebook, consumers perceive FGC as more informative as empathic, even though 
empathy is the most important dimension in perceived FGC value. The same holds true for 
Instagram—even though entertainment has the highest impact on value perceptions, consumers 
perceive the actual FGC on Instagram predominantly as informative. Likewise, for Twitter, 
consumers perceive FGC on this platform mainly as informative. Since information constitutes 
the most important value dimension for Twitter, it can be concluded that firms aligned their 
content well to the platform’s focus. On the contrary, results indicate that marketers have great 
opportunities to create more valuable content for consumers on Facebook and Instagram if they 
take the platforms’ idiosyncrasies into account when creating content.  
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   5.2 Essay II: “Consumer-Perceived Value of Digital Content Marketing: Evidence from 
a Field Experiment on Facebook” 
Author: Verena Sander 
 Digital content marketing (DCM) is claimed to be the “future of marketing” (Content 
Marketing Institute 2019). Renowned brands like Nike or Whole Foods already established 
DCM in their marketing communication strategy in order to engage with consumers (Hollebeek 
and Macky 2019). In particular, social media platforms such as Facebook are popular for DCM 
since the reach is huge and costs for publishing are low (Ashley and Tuten 2015; Lieb 2011; 
Murdough 2009). In contrast to digital advertising (DA), DCM focuses on providing valuable 
content for consumers instead of pitching products (Content Marketing Institute 2019). This 
characteristic distinguishes DCM from digital advertising, which mainly emphasizes product 
attributes.  
 Despite the buzz, marketers are insecure when to apply DCM over DA (Content 
Marketing Institute 2017). Particularly, different consumption goals of products (i.e., hedonic 
vs. utilitarian) make it difficult to judge whether DCM or DA is preferable. Given the aim of 
DCM to provide valuable content7 for consumers, the second dissertation essay contains a field 
experiment on Facebook, in which key characteristics of DCM and DA are manipulated and 
tested. Specifically, I define an external message (i.e., messages indirectly related to the 
product/brand through additional topics) as a key characteristic of DCM and an internal 
message (i.e., messages directly referring to the product/brand), which is associated with DA. 
Whole Food’s recent DCM activities may exemplify the subject matter. The retailer chain 
embraces healthy living on its Facebook page and provides cooking recipes for their customers 
without promoting any product or brand (Content Marketing Institute 2016). 
 
7 Note that, likewise to essay 1, content refers to firm-generated content (FGC) in this section. 
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 I contribute to the literature by providing first empirical evidence in the context of DCM 
vs. DA. More specifically, I precisely demonstrate whether an external message or an internal 
message generates a higher perceived content value for hedonic and utilitarian products. 
Further, the suggested operationalization of key characteristics of DCM and DA (external vs. 
internal) constitutes an innovative approach that is new to the marketing literature.  
 I begin with building a conceptual framework that follows the logic of a stimulus-
organism-response model (Bleier and Eisenbeiss 2015a; Mehrabian and Russell 1974). The 
message strategy (external vs. internal) represents the stimulus. CONVAL, a second-order 
measurement model to assess consumer perceived content value,8 constitutes the first internal 
response variable (organism), while CONVAL to predict consumers’ attitude toward the 
content denotes the second internal response variable (organism). Consumer engagement (i.e., 
content post interaction intention9 and purchase intention) are set as external response variables. 
I further include the utilitarian and hedonic product type in the framework, investigating the 
different effects between the message strategy and consumer-perceived content value. 
 To test the framework empirically, I set up a 2 (message strategy: internal vs. external) 
x 2 (product type: utilitarian vs. hedonic) between-subjects design utilized in a field experiment 
on Facebook, which is conducted in cooperation with a German pet-store. Prior to the field 
experiment, a couple of process steps were necessary: First, to select a hedonic and utilitarian 
product for the experiment, I present the results of an online survey among 50 consumers. A 
decorative dog collar is chosen to represent the hedonic type of product, while dog food is 
selected as a utilitarian product. Second, using the selected products, 4 content posts as stimuli 
are created:  
 
 
8 Note that CONVAL has been developed and validated in the first dissertation essay. 
9 Note that content post interaction intention is defined as intentions to like, share, or comment on the content post.  
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- Stimulus 1: Utilitarian product + external message 
- Stimulus 2: Utilitarian product + internal message  
- Stimulus 3: Hedonic product + external message 
- Stimulus 4: Hedonic product + internal message 
To represent the external type of message, I focus on factual content, which is a collection of 
individual facts that are objective and verifiable pieces of information (Zhu and Dukes 2015). 
In contrast, for internal messages, I concentrate on product attributes and price cues (Belch and 
Belch 2015). Thereby, rational appeals are compared to each other since they are more objective 
than emotions and stories. Third, using the four content posts, I show the results of a pre-test, 
ensuring a successful manipulation and no disturbance of any main effects by alternative 
drivers.  
 In the final field experiment, the pet-store subsequently published the 4 content posts on 
its Facebook fan page. The content posts included a link that directed participants to an online 
survey. With a sample size of N = 127, I apply structural equation modeling (SEM) according 
to the conceptual framework using the variance-based partial least squares (PLS) approach 
(Hair et al. 2017; Ringle, Wende, and Becker 2015; Wold 1985). Unlike the first dissertation 
essay, I do not utilize a MIMIC (“multiple indicators of multiple causes”) model (Bainter and 
Bollen 2014; Joreskog and Goldberger 1975) for CONVAL.10 Instead, the repeated indicator 
approach as suggested for “Type II” measurement models in PLS by Becker, Klein, and Wetzels 
(2012) is applied to identify the second-order construct. I demonstrate that the model is reliable 
and valid: Indicator reliability, construct reliability (composite-based reliability, discriminant 
validity) as well as convergent validity could be established. Further, I show that common 
method bias does not occur using a procedure suggested by Kock (2015). Moreover, I 
demonstrate that partial measurement invariance was present by applying the MICOM 
 
10 Note that the first dissertation essay was based on covariance-based measurement.    
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(measurement invariance of composite models) procedure developed by Henseler, Ringle, and 
Sarstedt (2016). Therewith, path coefficient comparisons between the utilitarian and hedonic 
product groups are allowed. 
 For a hedonic product, the results suggest that an external message significantly 
increases entertainment and empathy perceptions, which significantly translates into a higher, 
overall content value perception. For the utilitarian product, I show that an external message 
significantly increases entertainment perception but at the same time decreases information 
perception. Since entertainment and information both are important indicators in global content 
value perception, the success in terms of the global consumer-perceived content value of DCM 
for utilitarian products is lower than for hedonic products. However, the positive effect of 
increased entertainment overcompensates the negative effect of information in the overall 
content value perception so that DCM, nonetheless, is beneficial. Marketers should be aware of 
the negative effects and are recommended to implement a minimum of product attribute 
information in content promoting utilitarian products. Furthermore, I show that an external 
message mainly translates into a higher content post interaction intention and less into purchase 
intention. This result strengthens the opinions in the marketing literature claiming that DCM is 
rather appropriate to engage with consumers on social media than for (short term) sales (e.g., 
Hollebeek and Macky 2019). 
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   5.3 Essay III: “The Effectiveness of Digital Content in Paid, Owned, and Earned Media: 
A Review and Framework” 
Author: Verena Sander 
 Consumers nowadays increasingly make purchase decisions online and, therewith, face 
a variety of digital touchpoints (i.e., digital marketing communication instruments) on their path 
to purchase in digital paid, owned, and earned media (Kannan and Li 2017; Lovett and Staelin 
2016). Since consumers expect a seamlessly integrated customer experience across touchpoints 
(Lemon and Verhoef 2016), marketers are challenged with the creation of digital firm-generated 
content (FGC) in paid and owned media. Additionally, electronic word-of-mouth (eWoM) in 
earned media constitutes a highly influential form of interpersonal communication, which 
marketers have to evaluate in order to assess its consequences (Berger 2014).  
 Accordingly to the great importance of digital content, a substantial body of research 
has developed over the last two decades. Researchers have addressed a large number of 
executional content cues (e.g., videos, texts, personalization approaches, etc.) and its 
consequences (e.g., consumer mind-set metrics, firm and touchpoint performance metrics) 
across the three focal media types. Thus, available study results are quite diverse in the 
marketing literature. For this reason, I conduct a domain-based literature review (Palmatier, 
Houston, and Hulland 2018) and take it as a goal to first, detail out examined content types 
from the leading marketing literature, structure them into aggregated content dimensions, and 
transfer them into a synoptic framework and, second, summarize detailed study results to derive 
managerial implications and to reveal research gaps. 
 I begin the review article by describing the scope, explaining that empirically examined 
executional content cues as an antecedent of firm-related consequences coming from paid, 
owned, and earned media are included. With paid media, I refer to typical online advertising 
such as display advertising, while owned media denotes firm-owned channels such as websites 
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and fan pages on social networks (Stephen and Galak 2012). In earned media, I define eWoM, 
which is a product/brand-related interpersonal communication form of user-generated content 
(UGC) that typically appear in reviews or social network posts (Berger 2014; Tang, Fang, and 
Wang 2014; Zhang and Mao 2016).  
 The literature review consists of articles from leading marketing journals published in 
the time frame from 2000 – February 2019 as topics related to digital marketing have evolved 
in these years (Lamberton and Stephen 2016). It involves solely A+, A, and B rated marketing 
journals according to VHB-JOURQUAL 3 (2015) in order to provide a review of high-quality 
articles. I conduct keyword searches on the keyword “content” in various combinations (e.g., 
“content” + “digital”, “content” + “online”, etc.) using the databases Web of Science and 
EBSCO. As a result, I present 69 extracted articles.  
 Further, I systemize the extracted articles and identify the following touchpoints per 
media type:  
- Paid media: Display advertising (including videos and banners), search advertising, social 
media advertising (including blogs and networks), e-mail, and native advertising. 
- Owned media: Firm-owned website, blog, and social network page. 
- Earned media: eWoM (general), social network post, and review.  
Moreover, I present a synoptic framework consisting of six distinct content dimensions, namely 
- Verbal design (i.e., everything concerning textual styles), 
- Visual design (i.e., the appearance of the content), 
- Concrete cues (i.e., the existence of specific components in a touchpoint), 
- Valence & sentiment (i.e., how content is presented in terms of valuation), 
- Congruity & alignment (i.e., the alignment of content to any type of context), and 
- Personalization & targeting (i.e., the alignment of content to consumers), 
and three firm-related consequences, i.e., 
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- Consumer mind-set metrics, which refer to consumers’ state of minds regarding the firm, 
the product, or the firm’s touchpoint in general (e.g., consumer attitudes), 
- Firm performance that contains, e.g., sales or cross-buying, and 
- Touchpoint performance, which comprises, e.g., clicks, likes, or shares. 
Additionally, I introduce perceptual attributes, which represent a special case in the context of 
the review. Perceptual attributes refer to how the content is perceived by consumers and are 
used by researchers either as a direct antecedent of firm-related consequences, mediator, or final 
consequence of content dimensions.   
 The synoptic framework consists of four different tiers, which are the basis for further 
analyses. Tier 1 (content dimensions → consequences) represents the major relationships 
explored and comprises investigations on the direct impact of the six content dimensions on the 
three firm-related consequences. Studies in tier 2 (content dimensions → perceptual attributes) 
use perceptual attributes as the final consequence, while tier 3 (content dimensions → 
perceptual attributes → consequences) contains studies that use perceptual attributes as a 
mediator. Lastly, tier 4 (perceptual attributes → consequences) is included that comprises 
studies investigating perceptual attributes as direct antecedents of firm-related consequences.   
 Using the developed framework as a basis, I present a macro-level analysis. A 
perceptible dominance of earned media is notable. Out of the 69 articles, 20 articles are on the 
topic of paid media, 15 articles on owned media, and 34 articles from the area of earned media. 
Further, I investigate the number of articles per journal and show that 48% of all articles in the 
set come from A+ rated journals with the Journal of Marketing being the major publication 
source.  
 Next, an analysis of the number of articles per year reveals that the annual number of 
publications increased over time including three major waves: 2008, 2012, and 2016. Further, 
a touchpoint analysis shows a clear focus on one touchpoint per media type. In paid media, 65% 
of all studies in the set conducted research on display advertising, while 53% of all identified 
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articles on owned media examined websites. In earned media, 62% of included research took 
particularly reviews into account.    
 Moreover, I analyze the share of content dimensions per media type. For paid media, 
the share of the content dimensions is quite balanced, whereby congruity & alignment (38% 
share) and personalization & targeting (29% share) represent the most investigated dimensions. 
Considering owned media, the verbal design has been examined to the largest extent (33% 
share). Also, visual design and concrete cues were a popular field of research in owned media 
(21% share each). Regarding earned media, valence & sentiment clearly is the most prominent 
content dimension—more than half of the studies took this dimension into account (57 % 
share). 
 Further, the share of consequences is examined. 46% of the articles investigated 
touchpoint performance in paid media, while firm performance measures are more present in 
owned media and constitute together with touchpoint performance the most frequently 
considered response to content dimensions (35% each). In earned media research, there is 
noticeably a strong focus on firm performance observable (71% share). 
 Additionally, I present a descriptive analysis of the share of perceptual attributes. 22% 
of all articles in the set examined perceptual attributes either in tier 2, 3, or 4. Tier 4 was 
predominantly present in paid and owned media, while tier 2 was only investigated in the 
context of earned media.   
 Subsequently to the macro-level analysis, I offer a detailed micro-level analysis. I 
present study results as summaries following structurally the developed framework. The textual 
summaries focus on the major study findings and offer managers and researchers deeper but 
concise insights into the impact of digital content on firm-related consequences. In addition, I 
offer a comprehensive summary of all investigated relationships in tables including the key 
findings. Since it would be too lengthy to summarize the investigated tiers, a few selected 
insights are presented in the following to give readers an idea of examined relationships. For 
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example, I show that in paid media, a display banner that is aligned to the context is basically 
found to increase positive consumer perceptions, purchase intentions, and conversion (e.g., de 
Haan, Wiesel, and Pauwels 2016; Zhang and Mao 2016). However, I also mention exceptions 
and important moderators to consider (e.g., Bleier and Eisenbeiss 2015b; Goldfarb and Tucker 
2011). Moreover, I present results from studies on owned media indicating that interactivity in 
content posts (e.g., by the use of a video or a question) enhances likes and the number of 
comments (e.g., Rooderkerk and Pauwels 2016; De Vries, Gensler, and Leeflang 2012). 
Furthermore, presented research on earned media suggests that positive eWoM can increase 
sales, particularly for weak brands (Chevalier and Mayzlin 2006; Ho-Dac, Carson, and Moore 
2013; Hu et al. 2014; Ludwig et al. 2012).  
 The micro-level analysis is utilized to derive managerial implications. The results help 
marketers mind critical factors in content creation and assessment across paid, owned, and 
earned media. The implications start with an abstract point of view that is summarized in the 
following. Regarding the verbal design, marketers are recommended to pay attention to the 
inclusion of certain appeals like prices or sales promotions but also language, rhetorical, and 
argument styles are of importance. Considering the visual design, marketers have to decide on 
the use of pictures, visuals, videos, and the complexity of media richness in general. Further, 
the length of an ad, a content post, or a review is of importance. Concrete cues are particularly 
crucial for firm-owned websites. Marketers can include a variety of different cues, e.g., an 
online agent, a comparison matrix, functionality features like search functions, or various 
hyperlinks. On the contrary, valence & sentiment is especially of importance in the assessment 
of eWoM—marketers should take note of whether a review includes positive, neutral, or 
negative sentiments. Concerning congruity & alignment, marketers primarily have to decide on 
whether a display banner should be aligned to the context (e.g., to the website) or whether 
incongruity is preferred. When it comes to personalization & targeting, it is crucial to decide 
on whether a certain group of consumers should be addressed exclusively based on their 
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characteristics, target certain consumers based on their browsing history, or just personalize, 
e.g., e-mail newsletters. Further, I outline the most notable results for managers on a more 
detailed level, e.g., the importance of interactivity in content posts in social networks in terms 
of consumer engagement, the impact of ad-context congruity on firm and touchpoint 
performance, and the expected effects of sentiments in reviews on sales.  
 I conclude the article by revealing research gaps and stressing interesting and promising 
roads for future research. For instance, I emphasize the necessity to consider the customer 
journey as a holistic approach across paid, owned, and earned media (Lemon and Verhoef 2016) 
and recommends to not only consider a single touchpoint alone when investigating digital 
content. In addition, I state that empirical research on emerging approaches such as native 
advertising or content marketing is still rare in leading marketing journals and might constitute 
a promising road for future research.  
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Abstract 
 The rise of social media increased the necessity for firms to establish a presence on 
platforms like Facebook, Instagram, and Twitter. As a means to engage with consumers, firms 
create content posts for their fan pages (i.e., firm-generated content). In this context, publishing 
content that is perceived as valuable by consumers is crucial to achieving a firm’s advertising 
goals. However, marketers are insecure about what consumers perceive as valuable and how to 
measure it. Current literature lacks an appropriate model that measures consumers’ perceived 
value of firm-generated content in social media and guides marketers in content creation. Based 
on a solid conceptualization, an extensive explorative study, and a large-scale study using                  
902 U.S. users of Facebook, Instagram, and Twitter, the author develops and validates 
CONVAL—a 4-dimensional second-order measurement model including 17 items to assess 
firm-generated content value in social media. The results indicate a reliable and valid 
instrument, which is applicable by researchers and practitioners. In addition, the author 
calculates a multi-group model, revealing that marketers should particularly pay attention to 
emphasize informative content on Twitter, entertaining content on Instagram, and empathic 
content on Facebook.       
 
Keywords: firm-generated content – content post – content marketing – perceived value – 
social media – owned media – second-order measurement model – scale development – 
formative constructs 
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1 Introduction 
 The media landscape has dramatically changed in recent years. Users of social media 
(SM) have rapidly increased (.97 billion users worldwide in 2010 vs. 2.46 billion users in 2017) 
and, thus, SM has become an important component of a firm’s marketing communication 
strategy (Statista 2018). In an effort to build their brands, firms have established a presence on 
SM platforms (Lovett and Staelin 2016), whereby Facebook, Instagram, and Twitter represent 
the most relevant platforms due to their huge active user numbers. As of October 2018, the 
platforms’ active user count reached 2.2 billion for Facebook, 1.0 billion for Instagram, and 0.3 
billion for Twitter (Statista 2018b). As a means to engage with consumers, firms create firm-
generated content (FGC) in form of content posts for these SM pages (Kumar et al. 2016; De 
Vries, Gensler, and Leeflang 2012).1 In fact, more than 50% of all SM users actually follow a 
firm on an SM platform and consume FGC (Van Belleghem, Eenhuizen, and Veris 2011).  
 In this environment, firms have numerous options to design FGC and to convey a 
message to the consumers. They might focus on the product they aim to promote, tell a story, 
or provide factual information besides the product (Zhu and Dukes 2015). Recently, content 
marketing evolves as a powerful marketing tool, in which creating valuable content for the 
consumers is claimed to be key to success (Jefferson and Tanton 2015; Kee and Yazdnifard 
2015). However, it has been reported that only 1% of Northern American manufacturing 
marketers that actually apply content marketing, describe themselves as “sophisticated” in this 
topic. The huge majority feels challenged with the creation of valuable content since they do 
not know what consumers perceive as valuable. Moreover, marketers are insecure about how 
to measure the consumer-perceived value of their published content (Content Marketing 
Institute 2017). They lack an instrument that guides them on the decision which dimensions to 
 
1 In this article, content is used as a short form of firm-generated content (FGC). It refers to the inherent content 
of a content post in social media.  
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emphasize for the creation of valuable content. Consequently, experts report that practitioners 
often do not have a solid content strategy that defines what type of content should be published 
on which SM platform. In practice, it is observable that the identical content is published on 
various SM platforms, not taking the specifics of each platform into account. Since SM 
platforms differ regarding users’ motivation, expectation, and behavior, marketers waste 
advertising potential if they do not consider these differences (Schweidel and Moe 2014; Smith, 
Fischer, and Yongjian 2012; Voorveld et al. 2018). Despite the uncertainties, reports have 
suggested that 92% of all firms on Twitter publish content at least once a day (Brandwatch 
2018). As a result, consumers are overloaded with content posts. Even though followers of a 
fan page are supposed to be more committed and more open to receiving information about the 
firm (Bagozzi and Dholakia 2006), FGC still requires the property of being perceived as 
valuable in order to achieve a firm’s advertising goals.  
 Despite FGC’s high relevance, the current literature lacks a widely accepted 
conceptualization as well as an appropriate model that is able to assess the value of FGC in SM 
from a consumer’s perspective. Prior research has focused on various types of online content. 
First, a major research stream deals with the assessment of web and e-commerce sites. 
Researchers have developed models for the measurement of quality on these sites (e.g., 
Aladwani and Palvia 2002; Barnes and Vidgen 2002; Loiacono, Watson, and Goodhue 2007; 
Wolfinbarger and Gilly 2003; Yoo and Donthu 2001). As this article shows, these studies are 
related to FGC, however, FGC as a part of digital marketing communications cannot be set 
equal to website content. Further, as this article also demonstrates, the measurement models are 
not suitable to measure FGC value since they focus on the assessment of quality, which is 
different to value. The same holds true for investigations in service quality through websites 
(e.g., Parasuraman, Zeithaml, and Malhotra 2005; Santos 2003) and website success (e.g., 
DeLone and McLean 2004; Liu and Arnett 2000). Other researchers have focused on design 
elements on websites (e.g., Bleier, Harmeling, and Palmatier 2019; Hauser et al. 2009) but do 
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not provide a measurement model in this context. Second, advertising content has been subject 
to prior research. In this field, Ducoffe (1996) has developed a frequently cited measurement 
model that assesses web advertising value. Even though FGC is conceptually similar to 
advertising content, the domain of FGC in SM is unique and, therefore, Ducoffe’s model is not 
entirely suitable to measure FGC value in SM. Specifically, Logan, Bright, and Gangadharbatla 
(2012) have demonstrated that Ducoffe’s value model provides only a poor model fit in the 
context of SM. Third, content in social media has been investigated recently. However, 
researchers emphasize the assessment of electronic word-of-mouth (e.g., Baker, Donthu, and 
Kumar 2016; Berger 2014; Gopinath, Thomas, and Krishnamurthi 2014) and the popularity or 
virality of content in SM (e.g., Berger and Milkman 2012; Schweidel and Moe 2014; De Vries, 
Gensler, and Leeflang 2012; de Vries, Gensler, and Leeflang 2017) but do not determine 
consumer-perceived content value. 
 These circumstances increase the call for an appropriate measurement model to assess 
consumer-perceived FGC value in SM. Therefore, this paper contributes to the literature by     
(1) defining the conceptual domain of FGC in SM and its perceived value from a consumer 
perspective, (2) developing and validating CONVAL—a measurement model to assess 
consumer-perceived value of FGC in SM, and (3) revealing differences in value perceptions 
between the most relevant platforms, namely Facebook, Instagram, and Twitter. 
 The article is structured as follows. First, I conceptualize FGC in SM and propose a 
definition of its consumer-perceived value. Second, I provide a review of existing measurement 
models that are related to FGC. Third, I present and apply a four-step process for CONVAL 
model development. Since CONVAL is conceptualized as a second-order measurement model, 
consisting of reflective measures in the first order and formative causal indicators in its second 
order, I followed recommendations for both formative and reflective model development. For 
the empirical studies, I chose Facebook, Instagram, and Twitter to represent the domain of SM 
due to the platforms’ high relevance. Fourth, by calculating a multi-group model I reveal 
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differences between the three platforms under investigation. Lastly, I discuss the developed 
measurement model and provide managerial implications as well as limitations and possibilities 
for further research.  
2 Conceptualization of Firm-Generated Content in Social Media  
 To the best of my knowledge, the literature contains no widely accepted 
conceptualization of FGC in SM and no sound definition of its perceived value. Hence, before 
developing a scale to assess the FGC value, I provide a brief conceptualization and definition. 
The foundation of the following elaborations was an extensive literature review as well as two 
face-to-face in-depth expert interviews and a group discussion with three industry experts.2  
    Firm-generated content  
 FGC on SM can be regarded as a part of a firm’s digital marketing communications. In 
this context, a firm’s content post on its fan page operates as a transmitter (i.e., instrument) of 
FGC in SM, belonging to the domain of owned media (Lovett and Staelin 2016). Likewise to 
traditional advertising content on TV or in print ads, the content consists of a message strategy 
(“what is being told?”) and an execution (“how is the message told?”) (Belch and Belch 2015; 
Fill 2005; Percy, Rossiter, and Elliott 2001). Typically, in its original form, a content post can 
be structured in different parts. Coming from a technical point of view, there is a major 
component, which refers to the file that is uploaded to the SM platform (i.e., the visual part like 
picture(s), video, GIF, etc.), while a minor component is added to this (i.e., supporting elements 
like text, emojis, links, hashtags, etc.). I propose to refer to these two components as major and 
minor content as Figure 1 demonstrates.  
 
 
2 The experts from the face-to-face interviews were the Managing Director of a leading digital agency and the 
Head of Marketing of a content licensing agency. The experts from the group discussions were from another digital 
agency: Founder and Managing Director, Social Media Lead, and Content and Website Marketing Lead. 
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Figure 1: Example of a Content Post on Facebook 
 
Source: Official Mercedes-Benz fan page on Facebook. 
 A content post leaves a couple of criteria to mention that distinguishes this instrument 
from others (e.g., display banners or print advertisement) and underline its unique domain. First, 
a content post should not be lumped together with banner advertising in SM that is assigned to 
paid media. SM fan pages as a part of owned media have followers and fans, actively asking 
for FGC. For this reason, in contrast to traditional advertising instruments, content posts (as an 
FGC transmitter) can be assigned to pull marketing strategies (Deighton and Sorrell 1996). 
Existing literature already has shown that fan page followers are more open toward receiving 
FGC (Bagozzi and Dholakia 2006), while, in contrast, consumers often show reactance toward 
display banners as a part of a traditional push marketing strategy (Bleier and Eisenbeiss 2015a; 
Goldfarb and Tucker 2011). Second, a content post allows consumers to directly interact with 
the firm, e.g., by commenting on the content post. Third, its appearance is much more personal 
since it appears in the consumer’s feed, making the firm look like a “friend”. Fourth, it is faster 
than traditional advertising. Content posts may be created on a daily basis or even more often. 
Minor content, e.g., 
text or hashtags. 
Major content, e.g., 
video or pictures. 
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Lastly, a content post is able to apply a variety of multimedia content, e.g., various types of 
videos and moving images, quizzes, surveys, etc.   
 The distinguishing features exemplify the necessity for firms to pay attention to the 
unique domain of FGC in SM when attempting to create valuable content for consumers. At 
the same time, it emphasizes that research is needed to investigate this new domain.  
    Consumer-perceived firm-generated content value 
 Providing valuable content for consumers is one of the most prominent targets for SM 
marketers nowadays (Jefferson and Tanton 2015). Value constructs appear in various marketing 
disciplines, predominantly in product, service, and advertising research. Zeithaml (1988) 
distinguishes between objective and perceived value, claiming that consumer perceptions 
should always be the focus of marketers instead of the objective reality. The author defines 
perceived value as “Consumer’s overall assessment of the utility of a product based on 
perceptions of what is received and what is given” (Zeithaml 1988, p. 14). The comparison 
between the “get” and “give” components represents the majority of product and service value 
definitions in the literature (Bolton and Drew 1991, Cravens et al. 1988, Cronin, Brady, and 
Hult 2000, Monroe 1990, Parasuraman and Grewal 2000, Wakefield and Barnes 1996). Kim 
and Niehm (2009) apply this definition also to website value. However, this very technical 
definition is not completely applicable to FGC value. Since consumers do not have a 
recognizable effort to receive FGC, the “give” component is missing in this context. Porter 
(1990, p. 37) states that viewing value as the “give” and “get” trade-off only is much too simple, 
proposing that superior product (or service) value should be provided in terms of, inter alia, 
special features. Houston and Gassenheimer (1987) suggest a broader definition, claiming that 
value can represent the worth of a product (or service) itself in addition to the experience 
accompanying the transaction. Zha, Li, and Yan (2015, p. 521) apply this partly to web 
advertising and propose that “Web advertising can be seen as a special kind of internet service. 
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Similarly, advertising value can be seen as an overall representation and assessment of the 
worth of advertising”. Ducoffe (1996) used in his well-known advertising value model three 
concrete items to identify the global value construct, namely valuable, important, and useful. 
Drawing on the existing definitions and taking the specific domain of FGC into account, I 
suggest the following definition for FGC value in SM: "Consumer-perceived firm-generated 
content value is defined as an overall representation and assessment of what is perceived as 
valuable, important, and useful in a content post".  
 In this sense, value is distinct from quality and attitude. Perceived quality is defined as 
“superiority or excellence” (Zeithaml 1988, p. 3), “to be excellent” (Rust et al. 1999, p. 78), 
and “a composite of attributes of which all consumers prefer more to less” (Tellis and Johnson 
2007, p. 763). It is a long-time established scheme in the marketing literature that perceived 
quality impacts the perception of value (Zeithaml 1988). Taken together, quality can be 
regarded as the evaluation of concrete cues in the content from which value perceptions are 
derived and, therefore, quality represents an antecedent of value. In this context, attitude 
denotes a more global assessment. The definition of attitude is rooted in the theory of reasoned 
action and refers to “an individual’s positive or negative feelings (evaluative affect) about 
performing the target behavior” (Fishbein and Ajzen 1975, p. 216). In other words, it refers to 
the predisposition to respond in a favorable or unfavorable manner after receiving an 
advertising message (Cox and Cox 1988; MacKenzie, Lutz, and Belch 1986; Mitchell and 
Olson 1981; Mittal 1990; Zha, Li, and Yan 2015). Previous research has already shown that the 
overall attitude is positively influenced by value perceptions (Ducoffe 1996, Liu et al. 2012; 
Logan, Bright, and Gangadharbatla 2012; Teo et al. 2003; Tsang, Ho, and Liang 2004). Figure 
2 illustrates the relationship between the three constructs.  
Figure 2: Quality-Value-Attitude Scheme 
 
 
Source: Own illustration (2018) 
Perceived quality Perceived value Overall attitude 
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    Perceptual attributes of firm-generated content value 
 Following Parasuraman, Zeithaml, and Malhotra (2005), perceived value is represented 
by perceptual attributes. In contrast to concrete cues, which refer to objective components of 
FGC (e.g., design elements like colors), perceptual attributes denote the perception of concrete 
cues (e.g., “the content is entertaining”). The measurement model developed in this paper is 
conceptualized to measure consumer-perceived value and, therefore, includes perceptual 
attributes only. Parasuraman, Zeithaml, and Malhotra (2005, p. 218) describe perceptual 
attributes as more “scalable” since “they can be rated along a continuum; in contrast, many 
concrete cues […] are either present or absent. Further, the authors argue that “although the 
concrete cues […] will change as technology changes, the more abstract perceptual attributes 
triggered by those cues do not themselves change” (Parasuraman, Zeithaml, and Malhotra 
(2005, p. 218). The same holds true for perceived FGC value since it is possible to achieve high 
value perceptions by using different concrete cues, while some of the identical consumer’s 
perceptual attributes always must be met.   
3 Review of Related Measurement Models 
 To the best of my knowledge, a measurement model that is suitable to assess consumer- 
perceived FGC value in SM does not exist in the literature. However, researchers have 
developed scales that are linked to the domain. Predominantly in information systems and 
service literature, scales for web and e-commerce site evaluation have been presented. These 
types of measurement models come close to the domain of FGC since content constitutes an 
essential part of the sites and is subject to the developed measurement models.3  
 
3 Note that content is a not consistently defined term in website and e-commerce site research. While some 
researchers treat content as basically everything that is on a site (e.g., Guo and Salvendy 2009), other researchers 
define content as only specific components of a site (e.g., information), separating content from design (e.g., Alpar 
2001; Ansari and Mela 2003; Hauser et al. 2009; Huizingh 2000). In the sense of this paper, which treats FGC as 
a part of digital marketing communications, FGC refers to both message strategy (i.e., type of information) and 
execution (i.e., conceptual approach) (see section 2). 
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 Yoo and Donthu (2001) have developed and validated SITEQUAL, which is an 
instrument to measure the perceived quality of an internet shopping site. SITEQUAL consists 
of 4 dimensions (ease of use, processing speed, security, and aesthetic design) operationalized 
by 9 reflective items in total. Likewise, Loiacono, Watson, and Goodhue (2007)4 have 
introduced WebQual—a broad measurement model for consumer evaluation of websites, 
including 12 dimensions (informational fit-to-task, tailored information, ease of understanding, 
intuitive operations, visual appeal, innovativeness, emotional appeal, consistent image, online 
completeness, relative advantage, trust, and response time) identified by 55 reflective 
indicators. Similar to the above-mentioned authors, Aladwani and Palvia (2002) have presented 
an instrument that captures key characteristics of website quality from a user’s perspective. 
Their measurement model comprises 25 items in 4 dimensions of website quality (specific 
content, content quality, appearance, and technical adequacy). Also, Barnes and Vidgen (2002) 
have developed a measurement model and called it WebQual, utilizing the data of consumer 
perceptions of internet bookstores. Likewise to the above mentions authors, Barnes and Vidgen 
found multidimensionality in WebQual. The instrument consists of 5 dimensions (usability, 
design, information, trust, and empathy), which are operationalized by reflective indicators 
each. The eTailQ model developed by Wolfinbarger and Gilly (2003) represents a second-order 
model in which the 4 first-order dimensions (reliability, design, privacy, and customer service) 
are measured by 14 reflective items. Using structural equation modeling in LISREL, the 4 
dimensions are regressed on the final website quality construct. In this sense, the dimensions 
represent formative causal indicators in a second-order measurement model, likewise to the 
conceptualization “Type II” by Jarvis, MacKenzie, and Podsakoff (2003, p. 205). However, 
 
4 Initially published in 2002 see Loiacono, Watson, and Goodhue (2002). 
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Wolfinbarger and Gilly did not particularly define the model as a formative second-order 
measurement model.5 
 Given the technical specifics of web and e-commerce sites and the variety of content 
snippets included on such sites, the developed models are very specific aligned to this type of 
platform and not suitable in their entire extent for the following reasons: First, in the above 
mentioned models, technical items (e.g., loading time, ease of navigation, security, technical 
adequacy,…) are utilized to assess the perceived quality of a website. Since FGC in SM is 
defined as a part of digital marketing communications similar to traditional advertising content 
(Belch and Belch 2015; Percy, Rossiter, and Elliott 2001), this research does not focus on 
technical platform features but solely on FGC from a marketing point of view. Due to this fact, 
technical items used in models to assess web and e-commerce quality are simply not applicable. 
Second, even a website is a firm’s owned platform, its content cannot be set equal to FGC in 
SM since the content on a website is not necessarily related to marketing communications. For 
instance, some researchers (e.g., Aladwani and Palvia 2002) regard functionality features or the 
navigation structure as content of a website that clearly not classify as communication 
instruments in terms of a message strategy and execution. Third, since web and e-commerce 
sites users were subject to the item generation processes, it remains uncertain if SM users would 
response in an equal way due to the fact that motivations for using web and e-commerce sites 
and SM platforms differ. Users of web and e-commerce sites are predominantly in an 
information, consideration, or post-purchase state of a customer journey (Bleier and Eisenbeiss 
2015b), while SM is mostly used for social interaction, information seeking, pass time, and 
entertainment (Whiting and Williams 2013). Because of the small overlap of motivations, items 
generated for web and e-commerce site assessment may be not adequate to capture FGC value 
 
5 Even though early work on second-order measurement models do exist (e.g., Bagozzi and Heatherton 1994; 
Bentler and Weeks 1980; Gerbing and Anderson 1988), major discussions have risen since the 2000s (e.g., Bagozzi 
and Yi 2012; Diamantopoulos, Riefler, and Roth 2008; Edwards and Bagozzi 2000; Jarvis, MacKenzie, and 
Podsakoff 2003; MacKenzie, Podsakoff, and Jarvis 2005; Petter, Straub, and Rai 2007). 
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in SM. Fourth, and most importantly, models to assess web and e-commerce sites were 
developed to measure the quality and not specifically consumer-perceived value. As section 2 
has already demonstrated, quality refers to the evaluation of concrete cues and, therefore, is an 
antecedent of perceived value. None of the studies do particularly capture consumer-perceived 
value, meaning what is perceived as valuable, important, and useful.  
 Besides web and e-commerce site content, advertising content has been investigated, 
predominantly in the marketing literature. Contrary to web and e-commerce site research, the 
literature is not that rich of measurement models assessing advertising content. The web 
advertising value model by Ducoffe (1996)6 represents the most cited in the marketing literature 
and has been applied by several researchers (e.g., Liu et al. 2012; Logan, Bright, and 
Gangadharbatla 2012; Teo et al. 2003; Tsang, Ho, and Liang 2004). Ducoffe’s model comprises 
17 reflective items in 3 dimensions (entertainment, informativeness, and irritation) plus 3 items 
to identify the global value construct (valuable, important, and useful). Likewise to 
Wolfinbarger and Gilly (2003), the advertising value model is not explicitly set up as a second-
order measurement model, however, Ducoffe applied structural equation modeling to regress 
the 3 dimensions on the global value construct, which is similar to the “Type 2” 
conceptualization by Jarvis, MacKenzie, and Podsakoff (2003, p. 205). Logan, Bright, and 
Gangadharbatla (2012) find that Ducoffe’s value model does not provide a good fit for assessing 
advertising value in SM. I argue that Ducoffe’s model is not completely suitable to assess FGC 
in SM for the following reasons. First, web advertising is different from FGC in SM due to the 
distinguishing features explained in section 2 (FGC as part of owned media having followers 
and fans, fans can interact directly with the firm, it is much more personal, and it is “faster”). 
Second, taking a closer look at the reflective items that are utilized to represent the 3 
dimensions, particularly the informativeness construct includes statements that refer to the 
 
6 Initial scale development took place in 1995, see (Ducoffe 1995). 
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assessment of product information (“Web advertising… is a good source of product 
information, supplies relevant product information, is a good source of up-to-date product 
information, makes product information immediately available, is a convenient source of 
product information,…”) (Ducoffe 1996, p. 28). At the time the research took place, providing 
product information in advertising was the predominant approach. However, novel content 
marketing strategies, which primarily take place on fan pages in SM, neglect product attribute 
information and focus on storytelling or factual information besides the product (Lieb 2011; 
Liu et al. 2018; Zhu and Dukes 2015). Ducoffe’s scale is not sufficient since the product is not 
always present in FGC in SM. 
 Although the discussed scales do not meet the objective to measure FGC value in SM, 
they provide helpful insights into the possible dimensionality of the construct. All authors found 
a number of dimensions representing web and e-commerce site quality as well as web 
advertising value. The conclusion at this stage strengthens the assumption about the necessity 
of capturing the FGC value construct using a multidimensional measurement model.  
4 CONVAL Development and Validation 
   4.1 Model Specification and Overview of the Development Process 
 As the review in the previous section demonstrates, existing measurement models are 
not adequate to measure consumer-perceived FGC value in SM. Therefore, I develop a new 
model that is suitable to assess this type of content value (“CONVAL”). On the basis of prior 
theory, CONVAL is conceptualized as a second-order measurement model, which has 
reflective indicators in its first order, while the second-order consists of a formative construct 
and its causal indicators (or dimensions / components) (“Type II” according to Jarvis, 
MacKenzie, and Podsakoff 2003, p. 205).  
 In line with recommendations from Lin, Sher, and Shih (2005), I identify the value 
construct as formative since changes in any of the dimensions should alter the value construct, 
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regardless of whether other dimensions also change. Similar to Wolfinbarger and Gilly (2003) 
and Ducoffe (1996), I expect indicators to predict the value construct and eliminating any of 
the indicators would affect the conceptual domain of the value construct. Moreover, drawing 
on the above-mentioned author’s conceptualization, there is no reason to expect the indicators 
to be (highly) correlated in the second-order since they cover different topics (e.g., 
entertainment and informativeness). The opposite holds true for the first-order. Drawing on 
existing measurement models, I expect the indicators in the first-order to be highly correlated 
in a unidimensional way (Bollen and Lennox 1991; Diamantopoulos and Winklhofer 2001; 
Edwards and Bagozzi 2000; Jarvis, MacKenzie, and Podsakoff 2003 and MacCallum and 
Browne 1993) for extended explications on formative and reflective constructs). 
 Thus, I applied a process that uses formative index procedures to uncover the 
dimensionality of the value construct and follows scale development procedures to develop an 
instrument to measure consumers’ perceptions of the content value dimensions (see Table 1). 
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Table 1: Overview of the Model Development Process 
Process steps Data and methods Results 
1) Item development  
(4.2) 
Study 1: 
 Literature review  
 Focus group research (N = 74) 
 Expert judgment (1st round) 
 Initial item pool 
of 89 statements 
(stage I) 
 66 perceptual 
attributes in 11 
theoretical dimension 
(stage II)  
2) Item purification and 
refinement  
(4.3) 
 
 
  
Study 2:  
 Expert judgment (2nd round) for CONVAL 
content validity 
 Pre-test using a convenience sample of N = 145  
social media users: Explorative factor analysis 
(EFA) 
 
Study 3: 
 N = 902 social media users from the US 
 EFA and reliability analysis of pooled data and 
subsamples (Facebook, Instagram, and Twitter)  
 Study 2: 35 CONVAL  
items in 5 dimensions 
(stage III) 
 Study 3: 17 CONVAL 
items in 4 dimensions 
(stage IV) 
3) Measurement model 
validation 
(4.4) 
Validation first-order: 
 Confirmatory factor analyses (CFA) 
 Indicator reliability 
 Construct validity 
o Discriminant validity  
o Convergent validity 
o Internal consistency 
o Known-groups validity 
 Model fit / Comparison of competing models 
 
Validation second-order / final CONVAL model: 
 Causal-formative measurement (MIMIC 
model) 
 Predictive validity 
 Chi-square difference test: oblique vs. 
orthogonal 
 Test for multicollinearity 
 Predictive scale validity  
 Formative second-
order (oblique) 
measurement model 
shows the best model 
fit in 4 dimensions 
with 17 items.  
4) Social media 
platform comparison 
(4.5) 
 Multi-group model to reveal differences 
between Facebook, Instagram, and Twitter 
 Twitter: highest sig. 
impact from INF on 
VAL  
 Instagram: highest sig. 
impact from ENT on 
VAL  
 Facebook: highest sig. 
impact from EMP on 
VAL 
 Trade-offs between 
highest means and 
highest causal 
indicator coefficients   
Notes: Following recommendations from Bollen and Lennox 1991; Churchill 1979; DeVellis 2016; 
Diamantopoulos and Winklhofer 2001; Jarvis, MacKenzie, and Podsakoff 2003; Petter, Straub, and Rai 2007; 
Rossiter 2002 and applications from Homburg, Schwemmle, and Kuehnl 2015; Parasuraman, Zeithaml, and 
Malhotra 2005; Seiders et al. 2007. 
INF (information), ENT (entertainment), and EMP (empathy) represent three of the four dimensions in 
CONVAL. VAL (value) denotes the latent consumer-perceived FGC value construct. 
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As suggested by formative model development literature (Diamantopoulos and 
Winklhofer 2001, Rossiter 2002), the domain of the construct under investigation should be 
clearly specified before item development begins. Considering these recommendations, section 
2 of the paper already has demonstrated that FGC in SM can be regarded as a part of digital 
marketing communications. Further, it has been shown that a content post acts as a transmitter 
of FGC in SM and consists of a major and minor content component. From a conceptual point 
of view, FGC comprises a message strategy (“what is being told?”) and an execution (“how is 
the message told?”). In addition, section 2 has introduced a clear definition of consumer-
perceived FGC value in SM. 
   4.2 Item Development 
         4.2.1 Study 1: Literature Review and Focus Group Research (Stage I) 
 Item generation in scale development can be either deductive or inductive (Hinkin 
1995). I applied both approaches, starting with reviewing relevant literature (inductive), and 
extensive explorative focus group research (deductive) (Bearden, Hardesty, and Rose 2001; 
Loiacono, Watson, and Goodhue 2007; Seiders et al. 2007).  
 An initial set of potential 34 items was developed partly based on my literature review 
in section 3. In addition to the measurement models presented in section 3, I reviewed studies 
that examined drivers of relevant constructs (see Appendix A). Due to the fact that constructs 
are not always precisely and equally defined in the literature, I reviewed a broad range of value-
related constructs, which indicators and drivers might be of importance. Items that do not 
represent perceptual attributes were excluded and redundant items were merged (see Appendix 
B).7 
 
7 Global value items (valuable, useful, and important), as well as global attitude items (likable, favorable, 
interesting, and good), are not included in the list. 
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 Given the interest in consumer perceptions, I undertook 12 focus group interviews 
(Loiacono, Watson, and Goodhue 2007; Santos 2003; Sweeney and Soutar 2001; Wolfinbarger 
and Gilly 2003; Zeithaml, Parasuraman, and Malhotra 2000). In total, a sample size of 74 was 
generated (see Appendix C for sample characteristics). 9 of the focus groups were in form of 
discussion rounds including undergraduate, graduate, and international business students as 
well as staff from a German university. Students received bonus points for their participation. I 
followed recommendations from Krueger and Casey (2014), Bellenger, Bernhardt, and 
Goldstucker (2011), and Calder (1977) to set up the focus groups. Each group discussion lasted 
at least 90 minutes. I chose a single category design, meaning separate groups for Facebook, 
Instagram, and Twitter were built, including 5-7 participants each. The moderator guide 
contained typical opening questions on general SM user behavior and motivations. Further, 
participants should describe what they expect from FGC on the respective platform, how they 
evaluate “good” FGC, and how they would define valuable FGC. For the main part of the 
discussions, I let participants evaluate their own selected FGC posts. Prior to the sessions, 
participants received the task to browse through the SM platform and select 2-5 positively 
perceived and 2-5 negatively perceived FGC posts.8 All participants presented their in advance 
selected FGC posts to other group members and discussed the positive and negative aspects of 
it (Santos 2003).  
 In addition, I conducted 3 online focus groups, which broadened the variety of 
viewpoints (Wolfinbarger and Gilly 2003). Participants were diverse with respect to age, 
occupation, and geographical region. I worked together with a marketing research company9 
that screened panelists from across Germany and invited frequent (i.e., at least once a week) 
SM users to online chats. The chats were arranged according to recommendations from Stewart 
 
8 A briefing session took place to inform participants about tasks and procedures.   
9 The market research company was Webfrager GmbH, which is a part of Foerster & Thelen Group, owning a 
representative panel of social media users in Germany. 
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and Shamdasani (2017). I again applied a single category design. Each group lasted at least 60 
minutes and consisted of 7 participants. The moderator guide contained similar questions as in 
the offline procedure. However, it was not possible to let participants select posts prior to the 
chats, so those posts that were evaluated but not discussed in the offline groups were put up for 
discussion.10 In total, 314 FGC posts were evaluated and 187 of them were actively discussed 
in a group. Participants’ post selection represents a wide range of different industries (e.g., 
automotive, beauty/cosmetics, fashion, tech/IT, home/household, food, sports, …).11 
 Audio files of the offline groups were transcribed, while online group transcription was 
automatically generated.12 First, I manually content-analyzed and coded the transcripts by 
identifying and labeling perceptual attributes using MAXQDA. Second, I intensively reviewed 
the codes, merged redundant items and excluded less frequently mentioned items. Third, I 
matched the items with those from the literature review and could confirm that all items 
extracted from the literature were mentioned in the focus groups. Fourth, I compared the items 
generated in the different three groups (i.e., Facebook, Instagram, and Twitter) to ascertain that 
the items are identical. The outcome strengthens the aim to develop one general measurement 
model to assess FGC value in various SM platforms since no specific items for only one (or 
two) platform(s) were generated.  
 At this first stage, the inductive and deductive procedure resulted in an initial item pool 
of 89 items (see Appendix D). According to Churchill (1979) focus groups are essential to 
produce valid measures and represent the most important basis for the next stage the in scale 
development process. 
 
10 Due to time constraints in the offline groups, it was not possible to discuss all posts that participants had selected 
and evaluated. Since they sent me the links of all posts plus a short evaluation via email prior to the focus group 
discussion, I was able to use the not-discussed posts for the online groups. 
11 A detailed list of all firms included is available upon request. 
12 Transcripts are available upon request. 
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         4.2.2 Conceptual Dimensions of Perceptual Attributes (Stage II) 
 At this stage, the aim is to present a general overview of perceptual attributes that 
consumer use when evaluating FGC from a theoretical and conceptual viewpoint (Parasuraman, 
Zeithaml, and Berry 1985). According to Trochim and Rhoda (1986), this step can be regarded 
as a structured conceptualization. Expert judgment was applied to assess dimensionality and to 
refine the initial item pool from stage I (Einhorn 1974; Tian, Bearden, and Hunter 2001; Wang 
and Strong 1996). A panel of 10 marketing experts13 reviewed the statements and were asked 
to 1) group redundant items, 2) eliminate items that cannot be regarded as perceptual attributes, 
and 3) sort the statements and assign them to a theoretical dimension. Subsequently to the 
experts’ tasks, I conducted follow-up discussions with each of them. This procedure resulted in 
66 items in 11 theoretical dimensions plus 3 and 4 items representing global value and global 
attitude respectively (see Table 2). 
Table 2: Perceptual Attributes of Firm-Generated Content (Stage II) 
Dimension Item Statement 
Brand fit brand suitability "The content is suitable for the brand."  
brand alignment "The content is well aligned to the brand."  
brand fit  "The content is fit well to the brand."  
brand recognition "I immediately recognized the brand behind the content." 
  
Clarity clear focus "The content has a clear focus."  
easy to understand "The content is easy to understand."  
precise "The content is precise."; "It comprises precise information.” 
  message transmission "The content transfers a clear message." 
 thought-out "The content is well thought-out." 
 
Consistency Minor content 
quantity 
"The quantity of hashtags, emojis, links, and/or texts is 
appropriate in the content."  
Minor content sense  "Hashtags, emojis, links, and/or texts make sense in the content." 
  Minor content fit "Hashtags, emojis, links, and/or texts fit well in the content." 
 consistent “The content is presented consistently.” 
 
Credibility authentic "The content is authentic."  
credible "The content is credible."  
convincing "The content is convincing."  
realistic "The content is realistic."  
trustworthy "The content is trustworthy." 
  serious "The content is serious." 
  
   
 
13 Experts were assistant professors and doctoral candidates with a profound knowledge of marketing literature. 
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Empathy brand connection "I feel a personal connection to the brand.” 
 relevant "The content is relevant to me." 
 personal "The content is personal to me." 
 relate "I can relate to the content." 
 inviting "The content is inviting." 
 identify "I can identify myself with the content." 
 addressed "I feel addressed by the content." 
  inspiring "The content is inspiring." 
 
Entertainment amusing "The content is amusing." 
 catchy "The content is catchy."  
creative "The content is creative."  
dynamic "The content is dynamic." 
 emotional "The content transfers emotions."  
entertaining "The content is entertaining."  
enjoyable  "The content is enjoyable."  
exciting "The content is exciting."  
interactive "The content is interactive."  
positive "The content is positive." 
  
Information accurate "The content provides accurate information."  
complete "The content provides complete information."  
learn "I learned something new due to the content."  
informative "The content is informative."  
meaningful "The content provides meaningful information."  
timely "The content provides timely information."  
good source of info "The content is a good source of information."  
profound "The content provides profound information." 
  
Irritation (r) annoying "The content is annoying."  
confusing "The content is confusing."  
deceptive "The content is deceptive." 
 intrusive "The content is intrusive." 
 irritating "The content is irritating."  
confusing "The content is confusing."  
inappropriate "The content is not appropriate."  
commercial "The content is a pure commercial." 
  
Social media fit platform suitability "The content is suitable for the SM platform."  
platform alignment "The content is well aligned to the SM platform." 
  platform fit "The content fits well to the SM platform." 
  
Uniqueness unique "The content is unique."; "It comprises unique information."  
special "The content is something special."  
extraordinary "The content is extraordinary."  
innovative "The content is innovative." 
  
Visual appeal appealing "The content looks appealing."  
natural "The content looks natural."  
attractive "The content looks attractive."  
beautiful "The content looks beautiful."  
professional "The content looks professional." 
  visual quality "The content is of high visual quality." 
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Attitude (global) likable "The content is likable.” 
 interesting "The content is interesting." 
 favorable "The content is favorable." 
 good "The content is good." 
 
Value (global) 
 
useful 
valuable 
"The content is useful." 
"The content is valuable." 
 important "The content is important." 
 
 
   4.3 Item Purification and Refinement  
         4.3.1 Study 2: Initial Data Structure of Content Value (Stage III) 
    Expert judgment 
 Table 2 provides an overview of all perceptual attributes that consumers use to evaluate 
FGC. However, to this point, it has not been assessed which items particularly represent the 
domain of value (except for the global measures). To assess content and face validity (i.e., the 
extent to which the content of the items is consistent with the construct definition) and further 
refine the item pool, I conducted a second round of expert judgment (Bergkvist and Rossiter 
2007; Rossiter 2002). A panel of 11 marketing experts14 reviewed the consumer-perceived FGC 
value definition (see section 2) and rated each item using a five-point rating scale with a range 
from “very bad fit” (1) to “very good fit” (5). The average score accounted for M = 3.53 (SD = 
.63). I retained favorable items with > 3.0 as suggested by Bearden, Hardesty, and Rose (2001), 
Böttger et al. (2017), and  Zaichkowsky (1985), which reduced the item pool to 40 items. 
    Pre-test 
 At this stage of the scale development, I undertook a pre-test to assess whether data can 
confirm the multidimensionality of CONVAL. In addition, it was useful to make minor 
modifications to the wording of statements to improve clarity and conciseness prior to study 2 
(Seiders et al. 2007). I used a convenience sample of 145 SM users to uncover the initial data 
 
14 Experts were marketing professors, assistant professors, marketing managers, and doctoral candidates. Half of 
them did not take part in the first round of expert judgment. 
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structure. Applying an online survey,15 qualified respondents were asked to select 
spontaneously a random FGC post from Facebook, Instagram, or Twitter. This FGC post was 
subject to the questionnaire. Statements appear in random order on a 7-point Likert scale 
ranging from (1) strongly disagree to (7) strongly agree, which is in line with standard 
questionnaires used for scale development (Sweeney and Soutar 2001).  
 Next, I conducted an explorative factor analysis (EFA) for the 40 items. I used principal 
component analysis (PCA) as the extraction method and varimax (with Kaiser normalization) 
as the rotation method. PCA was chosen since the primary objective is to reduce data. Further, 
orthogonal rotation (varimax) was used because a clear separation of the factors is favorable 
for scale development and circumvents the problem of multicollinearity (DeVellis 2016; Hair 
et al. 2014; Parasuraman, Zeithaml, and Malhotra 2005, p. 227). The choice of PCA with 
varimax rotation is in line with common procedures and recommendations in scale development 
(Homburg, Schwemmle, and Kuehnl 2015; Sweeney and Soutar 2001; Wolfinbarger and Gilly 
2003; Zemack-Rugar, Corus, and Brinberg 2012). Kaiser-Meyer-Olkin measure of sampling 
adequacy was .851, which is classified as “meritorious”, indicating that the data were 
appropriate for EFA (Kaiser and Rice 1974, p. 112.).16 The scree plot test clearly suggested a 
5-factor structure. So did the rotated component matrix including the dimensions entertainment, 
empathy, clarity, irritation, and information. I eliminated 5 items at this stage due to loadings  
< .40 and/or high amount of cross-loadings, suggesting that these items do not suit in this 
context (Hair et al. 2014). After this first purification, 35 items in 5 dimensions were left (see 
Appendix E). Due to the small sample size and the pre-test settings, I did not strictly apply 
 
15 Full questionnaire available upon request. 
16 Further, all testing assumptions of EFA according to Hair et al. (2014, p. 103) were tested and met: Correlation 
matrix had several correlations > .30 as well as several significant correlations < .05, Bartlett’s test of sphericity 
was significant (p < .001), less than 25% of off-diagonal values in the anti-image covariance matrix were above 
.09, and individual measure of sampling adequacy (MSA) exceeded .50 for all items. 
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eliminations rules from the literature (e.g., deleting items having factor loadings < .50 (Hair et 
al. 2014)), leaving further reduction procedures up for study 3. 
         4.3.2 Study 3: Development of a Parsimonious Scale (Stage IV) 
 Since a scale with 35 items is too lengthy to be usable in practice, I undertook further 
statistical purification procedures to achieve a parsimonious scale (Churchill 1979; Rossiter 
2002). 
    Online survey 
 For data collection, I cooperated with a market research company17 to recruit SM users 
from the United States. The research company screened panelists widely across the country to 
determine whether they are frequent (i.e., at least once a week) Facebook, Instagram, or Twitter 
users. Further, soft quotas were on age, gender, and occupation in order to generate the best 
representative sample. The revised questionnaire including the remaining 35 items from study 
2 was directed to qualified respondents through an online survey.18 To avoid selection bias, 
participants should indicate which SM platform they regularly use at the beginning of the 
survey. Then, participants were randomly assigned to the questionnaire for one of those 
platforms. Likewise to Study 2, participants were asked to select spontaneously a random FGC 
post for evaluation in order to achieve the maximum of variation. Items again appeared in 
random order on a 7-point Likert scale. 
 In total, 930 completed questionnaires were produced, which were balanced between 
the three SM platforms. Participants widely covered the United States and their FGC post 
selection represents a wide range of different industries (e.g., automotive, beauty/cosmetics, 
 
17 The market research company was Lightspeed GmbH, which is part of the Kantar Group owning a representative 
panel of social media users in the United States. 
18 Full questionnaire available upon request. 
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fashion, tech/IT, home/household, food, sports, ...).19 Even though several quality checks were 
implemented in the questionnaire, I inspected the final data set for outliers and anomalies (Field 
2013, p. 176 ff.). As a result of the data cleansing process, a total sample size of 902 remained. 
Subsamples accounted for 300 cases for Facebook, 300 cases for Instagram, and 302 cases for 
Twitter (see Appendix F for sample characteristics). 
    Item reduction through an iterative process 
 I used the pooled data across the subsamples Facebook, Instagram, and Twitter as a 
basis for item reduction and refinement analyses, which is consistent with standard procedures 
for scale development (Chandon, Wansink, and Laurent 2000). Using the pooled data was 
appropriate since the primary goal was to produce a general model that is applicable for 
measuring FGC value in various SM platforms. I applied an iterative process to reduce the 
remaining 35 items (see Figure 3).  
 I conducted explorative factor analysis (EFA), which is considered as a useful first step 
before confirmatory factor analysis (CFA), especially when the dimensionality of the model 
needs to be investigated (Gerbing and Hamilton 1996). EFA, using principal component 
analysis (PCA) with orthogonal rotations (varimax) was performed on the 35 items. Likewise 
to study 2, PCA was chosen since the primary objective is to reduce data. Varimax is applied 
due to the fact that distinct constructs are desired for scale development (DeVellis 2016; Hair 
et al. 2014; Homburg, Schwemmle, and Kuehnl 2015). Kaiser-Meyer-Olkin measure of 
sampling adequacy was .966, which is classified as “marvelous”, indicating that data was 
appropriate for the EFA (Kaiser and Rice 1974, p. 112.). Further, I tested all assumptions of 
EFA using recommendations from Hair et al. (2014, p. 103) with the result that all assumptions 
 
19 Raw data include detailed information about participants’ state of residence and selected firms for the 902 cases. 
The list is available upon request. 
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could be met.20 I used the eigenvalue rule to decide how many factors to extract (Kaiser 1970). 
4 factors with an eigenvalue greater than 1 were revealed and thus, contain more information 
than the average item, which is the goal for a parsimonious model (DeVellis 2016, p. 166 f.).  
Figure 3: Iterative Process for Item Reduction 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Following Parasuraman, Zeithaml, and Malhotra (2005, p. 215). 
 I examined the results of the EFA and first, eliminated items if they loaded < .50 on one 
factor or > .50 on two factors (Hair et. al 2014). After deletion, I started the process from the 
beginning, conducting a new EFA. I repeated the procedure until no item loaded < .50 on one 
factor or > .50 on two factors. 
 Second, I ran reliability analysis with the 4 revealed dimensions. I examined the 
corrected item-to-total correlation and deleted items whose elimination improved Cronbach’s 
alpha. Further, items having a corrected item-to-total correlation < .50 were dropped (Sweeney 
and Soutar 2001; Tian, Bearden, and Hunter 2001).  
 
20 Correlation matrix had several correlations > .30 as well as several significant correlations < .05, Bartlett’s test 
of sphericity was significant (p < .001), less than 25% of off-diagonal values in the anti-image covariance matrix 
were above .09, and individual measure of sampling adequacy (MSA) exceeded .50 for all items. 
Examination of dimensionality through explorative factor analysis (EFA) 
Deletion of items if they loaded < .50 on one factor or > .50 on two factors  
Reliability analysis 
Deletion of items if item-to-total correlation < .50 or Cronbach’s alpha could be 
significantly improved by deletion 
Reassignment of items and restructuring of dimensions (conduct of new EFA) 
Replication of the iterative process in the subsamples (Facebook, Instagram, Twitter)  
RESULT: 17-item, 4-dimensional scale 
Pooled data 
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 Third, until this step, pooled data were used for analyses. Given the aim to use the scale 
across Facebook, Instagram, and Twitter, I undertook the iterative process subsequently for 
each of the subsamples confirming that the data structure is present for each of the platforms 
(see Appendix G).  
 Analyses resulted in a reduced scale of 17 items in 4 dimensions (see Table 3 and 
Appendix H for the final questionnaire), which could be established for every subsample (see 
Appendix G). Factor loadings were high across all samples, eigenvalues for each of the 
constructs were above 1, and Cronbach’s alpha values suggested high internal consistency, 
exceeding the conventional minimum of .70 (DeVellis 2016; Nunnally 1978; Nunnally and 
Bernstein 1994).  
Table 3: Explorative Factor Analysis (Pooled Data) 
  Entertainment 
(ENT) 
Empathy 
(EMP) 
Information 
(INF) 
Irritation 
(IRR) 
Item α =  .92 α = .90 α = .81 α = .74 
entertaining  .793 
   
creative  .776 
   
extraordinary  .774  .348 
  
exciting  .755  .378 
  
innovative  .754 
   
enjoyable  .715  .359 
  
identify  .391  .800 
  
relevant 
 
 .794 
  
relate  .328  .774 
  
personal  .381  .749 
  
accurate 
  
 .827 
 
complete 
  
 .744 
 
meaningful 
 
 .338  .737 
 
informative  .402  .335  .543 
 
annoying* 
   
 .810 
irritating* 
   
 .791 
intrusive* 
   
 .773 
Eigenvalue 7.97 1.72 1.39 1.12 
Notes: *reverse scored | Principal Component Analysis | Varimax rotation with Kaiser Normalization. 
Percentage of variance extracted by the 4 factors was 71.75%. 
Loadings of less than .30 are not shown due to readability. 
 
I labeled and defined the 4 dimensions as follows: 
1. Entertainment (ENT): Refers to how well a message is transferred to the consumer in an 
entertaining manner.  
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2. Empathy (EMP): Refers to how empathic a message is transferred to the consumer, meaning 
to what extent the consumer is concerned by the information. 
3. Information (INF): Refers to whether a message is perceived as meaningful, accurate, 
complete, and also whether it is informative in general. 
4. Irritation (IRR): Refers to how clear and appropriate a message is received by the consumer.  
 
   4.4 Measurement Model Validation  
 To assess the validity of CONVAL, a series of confirmatory factor analyses (CFA) was 
conducted as well as second-order “multiple indicators of multiple causes” (MIMIC) models 
related to structural equation modeling (SEM) using the data from Study 3. Since the 
assumption of a multivariate normal distribution associated with the maximum likelihood method 
of estimation did not hold for the present data (see Appendix I), I used maximum likelihood 
estimation with robust standard errors and a Satorra-Bentler scaled test statistic to estimate the fit 
of the model to the sample covariance matrix applying R (lavaan version 1.1.453) (Tian, Bearden, 
and Hunter 2001). 
 Because CONVAL is conceptualized as a second-order model having reflective 
measures in the first-order and formative indicators in its second-order, I started with 
conventional scale validation of the first-order dimensions (Churchill 1979; Nunnally and 
Bernstein 1994) before validating the formative second-order and, hence, the final model 
(Giere, Wirtz, and Schilke 2006). For the following analyses, pooled data across the subsamples 
Facebook, Instagram, and Twitter were used. 
    First-order measures 
 To assure indicator reliability, factor loadings should be significant (Critical ratio (C.R.) 
> 1.96) and standard loading estimates are recommended to exceed .50 having preferable values 
higher than .70 (Backhaus, Erichson, and Weiber 2015; Bagozzi and Yi 2012; Hair et al. 2014). 
Table 4 shows that these recommendations are met. 
Essay I 
66 
 
Table 4: Confirmatory Factor Analysis (Factor loadings)  
Item Construct Factor loadingsa C.R.b 
entertaining ENT  .83 c  
enjoyable ENT  .85 31.48 
innovative ENT  .74 25.36 
exciting ENT  .86 31.71 
extraordinary ENT  .79 27.98 
creative ENT  .76 26.62 
relevant EMP  .75 c  
personal EMP  .81 24.99 
relate EMP  .88 27.29 
identify EMP  .90 27.98 
informative INF  .77 c  
meaningful INF  .85 24.15 
complete INF  .65 18.96 
accurate INF  .57 16.44 
irritating* IRR  .76 c  
intrusive* IRR  .54 14.57 
annoying* IRR  .84 18.01 
Notes: *reversed scored | CFA: confirmatory factor analysis | C.R.: critical ratios. 
a Standardized factor loadings calculated with R. 
b C.R. calculated with estimatej / S.E.j (Backhaus 2015, p. 144). 
c not available, because regression weight was fixed to 1. 
 
 In an effort to assess construct validity (i.e., the extent to which the set of items actually 
represents the construct), several calculations were conducted. I investigated discriminant 
validity (i.e., the extent to which a construct is truly distinct from other constructs in the model) 
in a two-step approach (Sweeney and Soutar 2001).  
 First, according to Bagozzi and Heatherton (1994), discriminant validity can be 
concluded if a calculated confidence interval (i.e., the correlation between two constructs 
plus/minus two standard errors) does not include the value 1. In the CONVAL case, the highest 
correlation amounted to .78 between ENT and EMP. The calculated confidence interval was .96 
to .59, so discriminant validity can be supported for all pairs of constructs (see Appendix J for 
detailed calculations). 
 Second, I applied Fornell and Larcker's (1981) discriminant validity test, which requires 
the average variance extracted for a construct (AVE ([i)) to be greater than the squared 
correlation between the construct and another construct in the model (I2ij). The Fornell/Larcker-
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Criterion21 could be met and, therefore, represents a second demonstration for the existence of 
discriminant validity in CONVAL (see Appendix L). Further, AVE ([i) is recommended to be 
≥ .50, which is true for every pair of constructs in the CONVAL model (see Appendix K), and 
hence confirms convergent validity (i.e., the extent to which indicators share a high proportion 
of variance in common) (Fornell and Larcker 1981, Hair et al. 2014). Moreover, construct 
reliability should be demonstrated by internal consistency to assure construct validity (Hair et 
al. 2014). As Table 3 shows, Cronbach’s alpha values exceed the conventional minimum of .70 
(Nunnally 1978), so that constructs are confirmed to be reliable.  
  “Internal consistency is a necessary but insufficient condition for construct validity” 
(Churchill 1979, p. 72). To further assess the construct validity of the scale, known-groups 
validity was assessed by investigating whether the model could distinguish between groups of 
people who are supposed to score higher and lower based on differences in mean scores (Böttger 
et al. 2017; Churchill 1979; Tian, Bearden, and Hunter 2001). I compared two groups of 
participants in the sample: Those, who are a follower of the firm whose content post they have 
selected for evaluation on the respective SM platform (N = 521) and those who are not a 
follower (N = 381). Followers are expected to score higher since they are more committed to 
the firm and actively obtaining content from it (Bagozzi and Dholakia 2006). For the analysis, 
I averaged the items for the individual participants and conducted a t-test with the result that, 
in line with the expectations, followers scored significantly higher than non-followers      
(Mfollower = 4.58, Mnon-follower = 4.00; t(900) = 11.16, p < .001). These results support the reliability 
of the 4 dimensions in CONVAL.  
 In line with prior procedures in scale development, I calculated various competing 
models to reveal the best model for CONVAL (Homburg, Schwemmle, and Kuehnl 2015; 
Sweeney and Soutar 2001; Tian, Bearden, and Hunter 2001; Wolfinbarger and Gilly 2003). 
 
21 AVE ([i) ≥ I2ij; for all i ≠ j with AVE ([i) = AVE of the construct [i and I2ij = squared correlation between [i 
and [j 
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First, as suggested by Bollen (1989), a null (or baseline) model is estimated, assuming 
correlations of zero between all measured variables. Second, a 1-factor model is calculated, 
suggesting that the observed indicators represent only a single dimension. Third, I assessed a 
3-factor model, in which ENT and EMP were merged to investigate how well these dimensions 
hold up as separated constructs. As Table 3 shows, cross-loadings above .30 only appear 
between these two dimensions. Concluding, these constructs show the highest correlation of 
.78, putting into question whether these constructs might fit better when merged. Fourth, a 4-
factor model is calculated, in which the constructs are as proposed by the EFA solution. The 
results shown in Table 5 clearly support the 4-factor solution including the distinct dimensions 
ENT, EMP, INF, and IRR.22  
Table 5: Model Fit Indices of Competing Measurement Models 
Competing models S-Bχ2 d.f. CFIS-Bχ2  TLIS-Bχ2  RMSEAS-Bχ2  SRMR AIC 
Null (baseline) 6757 136 n.a. n.a. n.a. n.a. n.a. 
One factor 1770 119  .75  .72  .12  .09 50418 
Three factors (ENT+EMP) 1093 116  .86  .83  .10  .07 49423 
Four factors 528 113  .94  .93  .06  .05 48625 
Notes: S-Bχ2: Satorra-Bentler chi-squared | d.f.: degrees of freedom  
CFI: comparative fit index | TLI: Tucker-Lewis index | RMSEA: root mean square error of approximation |  
SRMR: standardized root mean square residual | AIC: Akaike information criterion. 
  
 According to Homburg and Baumgartner (1995, p. 172), the incremental fit indices 
comparative fit index (CFI) and Tucker-Lewis index (TLI) should exceed .90 to evaluate the 
model fit as positive, which is true for the 4-factor model (see Table 5). CFI and TLI are 
comparative fit indices, assessing the improvement of the model fit in transition from the null 
(or baseline) model to the model under investigation. In particular, TLI measures the differences 
of χ2-values between the null model and the model under investigation, considering also the 
degrees of freedom (Tucker and Lewis 1973). While TLI is a non-normed index assuming a χ2-
distribution, CFI is a normed index, taking also a violation of the distribution into account 
(Bentler 1990). Regarding the root mean square error of approximation (RMSEA) that 
 
22 Note: I present the calculation of a second-order model in the following paragraph due to further explanations.  
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examines how well the estimated model approximates the actual covariance matrix, CONVAL 
in the 4-factor solution can be classified as “reasonable” (RMSEA ≤ .08, see Table 5) (Browne 
and Cudeck 1993; Hu and Bentler 1999).23 Similar to RMSEA, the standardized root mean 
square residual (SRMR) is an absolute measure of fit defined as the standardized difference 
between the observed and the predicted correlation. A value ≤ .08 is generally considered as 
“good” (Hu and Bentler 1999), which is true for CONVAL in the 4-factor solution. Lastly, the 
Akaike information criterion (AIC), which is a comparative fit index that sets the χ2-value in 
relation to the model complexity and penalizes unnecessary complexity, supports the decision 
for the 4 factors in CONVAL since it shows the lowest value (Akaike 1987). 
    Second-order CONVAL model 
 The second-order of the CONVAL model, which is specified as formative, cannot be 
validated using traditional procedures for reflective model development as suggested by, e.g., 
Churchill (1979). For instance, the indicators of the formative value construct, i.e., ENT, EMP, 
INF, and IRR, should not and actually do not correlate as strong as reflective indicators should 
correlate with each other. Therefore, measures of, e.g., internal consistency to assure construct 
validity of the formative value construct make no sense in this context and recommendations 
regarding (in the literature often called) formative indicators must be considered 
(Diamantopoulos and Winklhofer 2001; Jarvis, MacKenzie, and Podsakoff 2003; Rossiter 
2002).  
 The stability of formative indicators is still a subject of debate (Howell 2014). However, 
the latest research could demonstrate that these indicators are stable across correctly specified 
models (Bainter and Bollen 2014; Bollen and Diamantopoulos 2017). Following Bainter and 
Bollen (2014), formative indicators should be declared as causal indicators if they construct 
 
23 In line with common opinions in marketing literature, Browne and Cudeck (1993, p. 136 f.) classify a model fit 
with RMSEA ≤ .05 as “good” and RMSEA ≤ .08 as “reasonable”. 
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the formative latent variable in terms of content, like in the CONVAL case. The authors claim 
that models with causal indicators may also be thought of as “multiple indicators of multiple 
causes” (MIMIC, Jöreskog and Goldberger 1975) models (Bainter and Bollen 2014, p. 130). 
On that note, I estimated CONVAL similar to a MIMIC model (see Figure 4). The formative 
value construct is identified by emitting paths to reflective measures (according to 
recommendations from Diamantopoulos, Riefler, and Roth 2008; Diamantopoulos and 
Winklhofer 2001; Jarvis, MacKenzie, and Podsakoff 2003; MacCallum and Browne 1993): 
“valuable”, “important” and “useful”, which were included in the questionnaire in Study 3.24 
Diamantopoulos, Riefler, and Roth (2008) demonstrate that an identification by reflective 
measures assures external validity of the formative model. The advantages of such an 
identification are particularly that the formative construct is identified on its own and 
measurement parameters are more stable (Jarvis, MacKenzie, and Podsakoff 2003).  
 In comparison to the 4-factor model (see Table 5), the second-order model performed 
slightly better. The model’s approximation of the actual covariance matrix can now be classified 
as “good” (RMSEA ≤ .05, Browne and Cudeck 1993, p. 136 f.) plus CFI and TLI show slightly 
higher values (see Figure 4). 
 
 
 
 
 
 
 
 
24 The items „valuable“, „important“, and „useful“ are established measures for value in the literature, e.g., 
advertising value as used by Ducoffe (1996). 7-point semantic differential was used: The content is 1. useless / 
useful, 2. unimportant / important, 3. not valuable / valuable. 
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Figure 4: Second-Order CONVAL Measurement Model  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Notes: ENT: Entertainment | EMP: Empathy | INF: Information | IRR: Irritation 
VAL: Consumer-perceived FGC value 
Method: Maximum likelihood with robust standard errors (S.E.) and Satorra-Bentler correction. 
ENT  →  VAL:  Standardized estimate = .263 with S.E. = .065, t-value = 3.780, p < .001.  
EMP  →  VAL: Standardized estimate = .156 with S.E. = .065, t-value = 2.382, p < .01. 
INF  →  VAL:  Standardized estimate = .228 with S.E. = .067, t-value = 3.934, p < .001.  
IRR  →  VAL:  Standardized estimate = -.085 with S.E. = .065, t-value = -1.743, p < .10. 
 
 
 To assess predictive validity of the causal indicators, significance of the constructs have 
to be examined. Non-significant indicators should be deleted if it does not harm the overall 
model fit (Diamantopoulos and Riefler 2008, p. 1189). ENT (β = .26 with S.E. = .07, t = 3.78, 
p < .001) and INF (β = .23 with S.E. = .07, t = 3.93, p < .001) are the strongest and highly 
significant causal indicators on VAL, followed by EMP (β = .16 with S.E. = .07, t = 2.38,                 
p < .01). IRR (β = -.08 with S.E. = .07, t = -1.74, p < .10) shows only a weak effect on VAL. 
S-Bχ2 603 
d.f. 160 
CFIS-Bχ2  .95 
TLIS-Bχ2  .94 
RMSEAS-Bχ2  .05 
SRMR .05 
R² 39.40% 
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 However, elimination of this dimensions led to a drop in adjusted R² as well as in the 
model fit indices, suggesting that this dimension is important for value creation. Given the 
objective of formative constructs to retain the unique variance of each causal indicator and not 
just the shared variance among indicators, even non-significant indicators must be retained if 
its deletion leads to a decrease in the overall model fit. By doing so, content validity is 
maintained (Bollen and Lennox 1991; Diamantopoulos and Winklhofer 2001; Petter, Straub, 
and Rai 2007). 
 As Figure 4 shows, CONVAL is calculated including the covariances among the causal 
indicators as suggested by MacCallum and Browne (1993). The advantage of this way of 
estimation is that the model fit is not unnecessarily penalized for covariances among the 
variables that are due to factors outside of the model. Consequently, the problem with this 
approach is that there might be non-hypothesized paths in the model. However, this will only 
become problematic when the number of causal indicators is large (Jarvis, MacKenzie, and 
Podsakoff 2003). As recommended, I estimated an orthogonal model not allowing covariances 
among the four causal indicators in addition to the oblique model (see Table 6) and performed 
Chi-square difference test (Petter, Straub, and Rai 2007), confirming that the oblique model fits 
the data significantly better (χ2(6) = 1035, p < .001). 
Table 6: CONVAL Orthogonal vs. Oblique 
CONVAL models S-Bχ2 d.f. CFIS-Bχ2  TLIS-Bχ2  RMSEAS-Bχ2  SRMR AIC 
Null (baseline) 8441 190 n.a. n.a. n.a. n.a. n.a. 
Orthogonal  1638 166  .84  .82  .10  .29 58329 
Oblique 603 160  .95  .94  .05  .05 57054 
Notes: S-Bχ2: Satorra-Bentler chi-squared | d.f.: degrees of freedom | CFI: comparative fit index | TLI: Tucker-
Lewis index | RMSEA: root mean square error of approximation | SRMR: standardized root mean square 
residual | AIC: Akaike information criterion | Bold numbers represent best-fit indices. 
  
 In this context, however, multicollinearity is an undesirable property. Since formative 
measurement models are based on linear equation systems, substantial collinearity among 
indicators would affect the stability of indicator coefficients (Diamantopoulos and Riefler 2008; 
Diamantopoulos, Riefler, and Roth 2008; Diamantopoulos and Winklhofer 2001). For this 
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reason, the variance inflation factors (VIF) are examined and indicators exceeding the cut-off 
value of 10 should be eliminated (Diamantopoulos, Riefler, and Roth 2008; Giere, Wirtz, and 
Schilke 2006; Hair et al. 2014). I averaged the items of the respective construct and inspected 
the VIF using VAL as the dependent variable. As Table 7 shows, the highest VIF amounts to 
2.18 for ENT, which is far below the recommended cut-off value of 10. Therefore, 
multicollinearity was not an issue in CONVAL. 
Table 7: Multicollinearity Assessment 
 Collinearity statistics 
Construct Tolerance VIF 
ENT  .458 2.181 
EMP  .468 2.139 
INF  .621 1.609 
IRR  .858 1.166 
Notes: Dependent variable: Consumer-perceived FGC value 
Tolerance = 1 – R2i | VIF = Variance inflation factor | VIFi = 1 / (1 – R2i) 
  
 To assess CONVAL’s predictive scale validity, I examined whether CONVAL explains 
the variance of the dependent variable attitude toward the FGC.25 Prior research has 
demonstrated that consumer-perceived value is a significant predictor of consumers’ overall 
attitude. Specifically, the advertising value model by Ducoffe (1996), which has been applied 
and replicated several times (Liu et al. 2012; Logan, Bright, and Gangadharbatla 2012; Teo et 
al. 2003; Tsang, Ho, and Liang 2004), confirms this relationship. I used hierarchical multiple 
regression analyses to calculate “model 1”, which referred to a regression including the global 
items valuable, important, and useful to predict attitude toward the FGC. Further, I estimated 
the full “model 2” in which I added all CONVAL indicators to predict attitude toward the FGC 
(Eppmann, Bekk, and Klein 2018; Sweeney and Soutar 2001). I did not detect any signs of 
collinearity in the multiple regression analyses (tolerance > .44, variance inflation factor < 2.27) 
and examined the incremental variance explained. Table 8 shows that “model 2” clearly had 
 
25 Similar to Ducoffe (1996, p. 30), the questionnaire in study 3 included the statement “Please indicate your 
overall attitude toward the content!”, using a 7-point Likert scale ranging from 1 “very bad” to 7 “very good”.  
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more explanatory power over “model 1”. The adjusted R² for “model 1” was 18.8%, while the 
adjusted R² of model 2, as a result of the inclusion of the CONVAL indicators, amounted to 
63.0%. The F-test for R² change, which accounted for differences in the degrees of freedom due 
to additional variables in model 2, was highly significant (p < .001). Taken together, the results 
indicated that CONVAL is a better predictor of the overall attitude toward the FGC compared 
to the global value items alone, which clearly demonstrates the benefit of using CONVAL over 
the existing global items valuable, important, and useful. 
Table 8: Explanatory Power of CONVAL to Predict Attitude Toward FGC 
Model R² Adjusted R² S.E. R² change F change Sig. F change 
Model 1  .189  .188 1.41  .189 209.62  .000 
Model 2  .632  .630  .95  .443 270.19  .000 
Notes: Model 1 includes the global value items valuable, important, and useful only. In model 2 all CONVAL 
items were added. 
 
   4.5 CONVAL in a Multi-Group Model: Social Media Platform Comparison 
 To this point, pooled data were used for analyses. This was appropriate since the aim 
was to develop a measurement model that is robust across all SM platforms. Nevertheless, 
differences in the impact of causal indicators on the value construct may exist between 
Facebook, Instagram, and Twitter. To examine such differences, I followed procedures applied 
by Chandon, Wansink, and Laurent (2000) and estimated a multi-group model that allowed for 
different causal indicator coefficients, means, and intercepts for each subsample (i.e., “model 
II”). In addition, I calculated an aggregate model in which these parameters are constrained to 
be equal across the three subsamples (i.e., “model I”) (Bollen 1989b  p. 306 f.). Table 9 reveals 
that “model I” and “model II” perform quite similar, however, the constrained “model I” is 
significantly different from the unconstrained “model II” (χ2(48) = 95, p < .001), meaning that 
differences in causal indicator estimates across the platforms are significant. Moreover, I 
calculated model III, which constrains the covariances between the causal indicators to be equal 
across the subsamples. Table 9 shows that model III also fits equally well in comparison to the 
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totally unconstrained model II. Moreover, χ2 differences between “model II” and “model III” 
are not significant (χ2(12) = 13, p > .10), confirming the robustness of CONVAL and that 
covariances between ENT, EMP, INF, and IRR do not depend on the platforms (Chandon, 
Wansink, and Laurent 2000).  
Table 9: Model Fit Indices of Constrained and Unconstrained Models 
Models S-Bχ2 d.f. CFIS-Bχ2  TLIS-Bχ2  RMSEAS-Bχ2  SRMR AIC 
Model I 1088 528  .94  .94  .06  .06 57099 
Model II 993 480  .94  .93  .06  .05 57111 
Model III 1006 492  .94  .93  .06  .07 57107 
Notes: S-Bχ2: Satorra-Bentler chi-squared | d.f.: degrees of freedom | CFI: comparative fit index | TLI: 
Tucker-Lewis index | RMSEA: root mean square error of approximation | SRMR: standardized root mean 
square residual | AIC: Akaike information criterion 
Model I: causal indicator coefficients, means, and intercepts are constrained to be equal across subsamples. 
Model II: all parameters are unconstrained and free to vary across subsamples. 
Model III: causal indicator coefficients, means, intercepts, and covariances are constrained to be equal across 
subsamples. 
Bold numbers indicate best-fit measures. 
  
 Table 10 contains the estimates of the unconstrained multi-group model, in which 
parameters are free to vary (see “model II”) (Bollen 1989b; Chandon, Wansink, and Laurent 
2000). The comparison revealed interesting and significant differences between the platforms. 
Value perceptions on Facebook are primarily evaluated on the empathy (EMP) of the FGC (β= 
.41 with S.E. = .12, t = 3.26, p < .001), while entertainment (ENT) was the most important 
causal indicator on Instagram (β = .42 with S.E. = .12, t = 3.19, p < .001). In contrast, 
information (INF) showed the highest estimate on Twitter (β = .34 with S.E. = .15, t = 3.03, p 
< .001). In general, ENT and INF were significant causal indicators across all platforms. For 
Facebook and Instagram, irritation (IRR) was not significant, while significance for EMP could 
not be shown for also Instagram and Twitter. For all platforms, non-significant causal indicators 
showed very low coefficients between -.06 and .09. However, applying recommendations for 
formative measurement models, it is suggested to leave non-significant indicators in the model 
if deletion would harm the overall model fit (Diamantopoulos, Riefler, and Roth 2008). Since 
the model fit indices included in Table 9 (model II) recognizably worsen if indicators were 
deleted, I recommend using the full measurement model for each of the platforms. 
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Table 10: Facebook, Instagram, and Twitter Estimates Comparison 
 
 
Facebook  Instagram  Twitter 
  
Estimate on VALa  
(S.E.) 
M b 
(SD)   
Estimate on VALa  
(S.E) 
M b 
(SD)   
Estimate on VALa  
(S.E.) 
M b 
(SD) 
ENT  
 .11*c 
(.10) 
4.88*** 
(1.39)  
 .42*** 
(.12) 
5.20*** 
(1.32)  
 .20* 
(.12) 
4.99*** 
(1.37) 
EMP  
 .41*** 
(.12) 
5.01*** 
(1.54)  
 .06(n.s.) 
(.14) 
5.21*** 
(1.44)  
 .08(n.s.) 
(.11) 
4.94*** 
(1.55) 
INF  
 .23** 
(.10) 
5.42*** 
(1.23)  
 .12*c 
(.11) 
5.33*** 
(1.28)  
 .34*** 
(.15) 
5.39*** 
(1.22) 
IRR  
 .09(n.s.) 
(.09) 
6.21***d 
(1.12)   
- .07(n.s.) 
(.10) 
6.19***e 
(1.01)   
- .18** 
(.11) 
6.00***f 
(1.22) 
R² 40.80%   34.50%   46.00% 
Notes: *** p < .01 | ** p < .05 | * p < .10 | n.s.: not significant 
a Standardized estimates | S.E.: standard errors | SD: standard deviation  
b Scale mean difference test. Scale mean was 4 (7-point Likert scale was applied). 
c One-tailed significance test. 
d Reversed scored. Non-reversed scored mean = 1.87. 
e Reversed scored. Non-reversed scored mean = 1.81. 
f Reversed scored. Non-reversed scored mean = 2.00. 
VAL: consumer-perceived FGC value. 
Bold numbers indicate the highest values.  
  
 In Table 10, I also report the means of the causal indicators for each platform. On all of 
the three platforms, means were significantly different from the scale mean of 4 and IRR showed 
the highest mean,26 followed by INF, EMP, and ENT. Instagram showed a significant higher 
mean for ENT compared Facebook (MD = .33, t = 2.88, p < .001) and Twitter (MD = .22, t = 
1.92,     p < .05). Further, compared to Twitter, the mean for IRR was significantly higher on 
Instagram (MD = .19, t = 2.05, p < .05) as well as for EMP (MD = .26, t = 2.16, p = < .05). 
Other mean differences across the platforms were not significant.   
 Interestingly, trade-offs between the highest means and the highest causal indicator 
coefficients could be observed. On Facebook, consumers perceive FGC as—in the descending 
order of the means—non-irritating, informative, empathic, and entertaining. In contrast to the 
order of the means, value is primarily evaluated on—in the order of the descending estimates 
on value—FGC’s empathy, information, and entertainment, while irritation has no significant 
impact. The same holds true for Instagram. In the descending order of the means, consumers 
perceive FGC on Instagram as non-irritating, informative, empathic, and entertaining. Though, 
 
26 Note that IRR was reversed scored, meaning the mean for non-irritating content is reported. 
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the multi-group model revealed ENT to be the strongest predictor of value perceptions, followed 
by INF, while EMP and IRR did not have a significant impact on value. Evaluating the means 
on Twitter, consumers perceive FGC in an identical way as on Facebook and Instagram 
(ranking: IRR, INF, EMP, ENT), while INF was the strongest causal indicator of FGC value, 
followed by IRR and ENT, while EMP was a not significant causal indicator. Among all 
platforms, R² for consumer-perceived FGC value scored the highest on Twitter (46.00%), 
followed by Facebook (40.80%), and Instagram (34.50%). 
5 Summary and Discussion 
 I began this research with three main objectives: 1) conceptualizing the domain of firm-
generated content (FGC) in social media (SM) and its consumer-perceived value, 2) developing 
and validating an instrument to measure consumer-perceived FGC value in SM, and 3) 
revealing differences in value perception between the SM platforms Facebook, Instagram, and 
Twitter. Conceptualizing FGC in SM resulted in identifying it as a firm’s communication 
instrument in the form of a content post, belonging to the area of owned media. It is part of a 
firm’s digital marketing communication strategy, however, clearly distinct from other types of 
advertising (e.g., display banners). Structurally, a content post includes a major (i.e., visual part) 
and minor content (i.e., text, hashtags, links, emojis, …) component. Consumer-perceived FGC 
value in SM was distinguished from quality and attitude, targeting specifically what is perceived 
as valuable, important, and useful.  
 Drawing on related measurement models in the literature, CONVAL was developed as 
a second-order measurement model, consisting of reflective measures in the first-order and 
formative causal indicators in the second-order. I undertook three studies27 for item 
development, item purification, and model validation, which resulted in a model including 17 
 
27 I denoted development steps as a study when new data was generated.   
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items in 4 value dimensions, namely entertainment (ENT), empathy (EMP), information (INF), 
and irritation (IRR). The final model, which was calculated similar to a MIMIC model, showed 
a “good” model fit. Further, indicator reliability, discriminant validity, convergent validity, 
internal consistency, known-groups validity, predictive validity, and predictive scale validity 
could be established. Due to the novel and unique domain of CONVAL, there was no existing 
measurement model to which CONVAL could be benchmarked with, except for the global 
measures of value, namely valuable, important, and useful as developed by Ducoffe (1996). 
Using hierarchical multiple regression analyses, I showed that the multidimensional model 
CONVAL is a better predictor of consumers’ attitude toward the FGC compared to the three 
global items. The adjusted R² was significantly higher when all dimensions of the CONVAL 
model were included. Besides the stronger explanatory power of CONVAL, the dimensions of 
the model reveal the diverse facets of FGC value and offer managers a much more detailed 
guide in creating valuable content. Moreover, differences in value perceptions between SM 
platforms can only be revealed with a fragmented model such as CONVAL. 
 I reported the calculation of a multi-group model with the aim to expose differences in 
consumer perceptions of FGC value between Facebook, Instagram, and Twitter. Significant 
results suggested that value perceptions on Facebook are primarily evaluated on EMP, while 
ENT is the most important dimension on Instagram and INF on Twitter. The findings are 
consistent with prior research, which has shown that differences between SM venues exist 
(Schweidel and Moe 2014). Instagram, as a platform having an audio-visual focus, is primarily 
used by consumers to fill empty moments and, therefore, seeking for entertainment (Voorveld 
et al. 2018). In line with this knowledge, consumers on Instagram perceive entertaining FGC 
(ENT) as the most valuable. In contrast, Twitter, as a micro-blogging site, emphasizes that users 
are informed (Schweidel and Moe 2014; Smith, Fischer, and Yongjian 2012; Toubia and 
Stephen 2013; Voorveld et al. 2018). In this sense, findings of this paper suggested that 
informative FGC (INF) is the most relevant dimension in consumers’ FGC value perception on 
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Twitter. Facebook is a social networking site and is primarily used by consumers to connect 
with each other (Schweidel and Moe 2014; Smith, Fischer, and Yongjian 2012; Voorveld et al. 
2018). Moreover, focus group research in this paper discovered that consumers feel particularly 
on Facebook overloaded with “meaningless” content posts. Building on this knowledge, it 
appears consequent that consumers’ value perceptions were the highest for empathic FGC 
(EMP) on Facebook. 
 Expert interviews I conducted at the beginning of this research, revealed that firms often 
lack a content strategy. Experts reported that marketers publish the same content on various SM 
platforms, not taking the specifics of each platform into account. The analyses of the construct 
means only partly confirmed this statement. Comparisons of the means across the platforms 
revealed that they significantly differ between Instagram and the other two platforms. 
Particularly, the mean for ENT on Instagram was significantly higher than on Facebook and 
Twitter, demonstrating that firms produce content for Instagram that is perceived as more 
entertaining. Moreover, EMP and IRR26 scored significantly higher on Instagram compared to 
Twitter, suggesting that consumers perceive content on Instagram as more empathic and less 
irritating in comparison to Twitter. This leads to the conclusion, that firms indeed align their 
content for Instagram to the platform’s characteristics. However, mean differences between 
Facebook and Twitter were not significant, indicating that FGC on these two platforms is 
perceived as equal and not well aligned to the platform foci.  
 Perceptions of the FGC within the platforms followed the same descending order—
IRR28, INF, EMP, ENT—on all SM platforms under investigation. However, as outlined above, 
value is evaluated mainly on dimensions in a different order for each platform. This trade-off 
is an interesting finding since it indicates that particularly on Facebook and Instagram, FGC is 
not perceived as it should be in order to be assessed as valuable. Assuming that publishing non-
 
28 Reversed scored, meaning non-irritating. 
Essay I 
80 
 
irritating content is a prerequisite in content creation, FGC on Facebook is perceived mostly as 
informative, however, major value perceptions are evaluated based on perceived empathy. Even 
though ENT shows the highest mean on Instagram among all platforms, FGC is still perceived 
as more informative than entertaining on this platform, while value perceptions are evaluated 
primarily on ENT. On Twitter, firms meet the goal to provide valuable FGC better in 
comparison to the other platforms since INF showed the highest coefficient and the second 
highest mean. Therefore, I conclude that there ways for firms to achieve higher value 
perceptions. 
6 Managerial Implications 
 The domain of FGC in SM is fairly new to marketers. Therefore, they are insecure about 
the creation of valuable content and, specifically, how to measure it from a consumer 
perspective. Moreover, they are challenged with a content strategy across different SM 
platforms. To fill these gaps, this research offers important recommendations in three critical 
ways.  
 First, a sound conceptualization helps marketers to assign FGC in SM to the digital 
marketing communication strategy, treating a content post as a communication instrument next 
to traditional advertising approaches.  
 Second, I provide a measurement model (“CONVAL”) to assess FGC value in SM from 
a consumer perspective. With the help of CONVAL, marketers can let consumers evaluate FGC 
with respect to the 4 dimensions. The scale items are simple to understand and can easily be 
implemented in a brief questionnaire. I developed the model using pooled data including 
subsamples from Facebook (i.e., a networking platform), Instagram (i.e., audio-visual sharing 
platform), and Twitter (i.e., micro-blogging platform), which makes it widely applicable to 
other SM platforms having those foci. Further, the model can be applied with or without the 
global second-order value construct, since both versions showed at least an acceptable model 
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fit (see Table 5 and Figure 4). In some cases, it is helpful using the global value construct as a 
mediator, e.g., when consequences of value perceptions should be measured. On the other side, 
the 4 dimensions may be applied without the second order, which is particularly useful when 
investigating antecedents of value perceptions using mean comparisons (t-tests) or variance 
analyses (e.g., ANOVA).  
 Third, since FGC value in SM is identified as a formative construct, marketers should 
pay attention to address all of the four dimensions at the same time when creating content, even 
though the importance of the dimensions differ between the SM platforms. As a result of the 
multi-group model, marketers should predominantly emphasize the informative character of 
FGC on Twitter, the entertaining character on Instagram, and pay attention to create empathic 
content for the target audience, particularly on Facebook. By doing so, higher value perceptions 
can be achieved.  
7 Limitations and Further Research 
 Likewise to any study, this research is subject to certain limitations, which may provide 
a starting point for further research.  
 First, the studies were built upon the three platforms Facebook, Instagram, and Twitter. 
It was a conscious decision to rely on the most relevant platforms, belonging to owned media, 
which cover a wide range of foci in order to produce the most generalizable measurement 
model. Therefore, it would be interesting to apply the model to other owned media sites, e.g., 
corporate blogs or emerging SM platforms like Pinterest.  
 Second, I set up the second-order model following recommendations from, e.g., Jarvis, 
MacKenzie, and Podsakoff (2003, p. 214, see "panel 3"), meaning identifying the global value 
construct with reflective indicators. However, researchers might think of other specifications, 
e.g., emitting paths from the global value construct to two latent constructs as applied by, e.g., 
Lin, Sher, and Shih (2005). Moreover, I used covariance-based software (R/lavaan) to calculate 
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the models. If researchers prefer to use variance-based software, which is recommended in case 
of a smaller sample size, the application of a repeated indicator approach to identify the global 
value construct as suggested by Becker, Klein, and Wetzels (2012) is conceivable. 
 Third, I began this research with an extensive explorative study including 12 focus group 
discussions. After a structured conceptualization utilizing expert judgments, I have generated a 
broad item pool including 66 items in 11 theoretical dimensions that represent general 
perceptual attributes of FGC in SM evaluation. From stage III on, I purified the items focusing 
precisely on FGC value since the aim of this research was to address the problem of creating 
valuable content. However, the broad item pool may serve as a basis to purify it with another 
focus, e.g., quality as defined in section 2. In this context, it would be interesting if researchers 
provide empirical evidence for the existence of the quality-value scheme in FGC (see Figure 2) 
as originally suggested by Zeithaml (1988). 
 Fourth, I tested predictive scale validity in order to show the explanatory power of 
CONVAL to predict consumers’ attitude toward the FGC. Further research might implement 
the model in a nomological network, investigating antecedents and consequences of FGC value 
in SM more extensively. Since CONVAL comprises perceptual attributes, it would be 
interesting to find out which type of FGC could achieve higher value perceptions. For example, 
researchers could test novel content marketing strategies in comparison to traditional 
approaches. Further, consequences like purchase intention or SM metrics (likes, shares, 
comments) may be worth to examine.  
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Appendix B: Items Extracted from the Literature  
Item   
accurate  
amusing  
annoying  
appropriate  
attractive  
clear  
complete  
concise/precise  
confusing  
confusing  
creative  
credible/reliable  
deceptive  
easy to understand/comprehensive  
educational/learn  
emotional  
enjoyable   
entertaining  
exciting  
good source of information  
informative  
innovative  
interactive  
interesting  
level of detail  
non-superficial/profound  
original/special  
pleasing  
positive  
relevant  
timely  
unique  
visually appealing  
vivid  
Notes: Items appear in an alphabetic order. 
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Appendix C: Sample Characteristics of Focus Groups (Online and Offline) 
Criterion Characteristics   
Age (years) 18-20 6.76% 
 20-29 72.97% 
 30-39 10.81% 
 40-49 8.11% 
  50-59 1.35% 
Gender Female 54.05% 
  Male 45.95% 
Occupation Apprentices 4.05% 
 Students (undergraduate/graduate) 74.32% 
 Worker (blue/white collar) 14.86% 
 Officials 1.35% 
 Self-employed 2.70% 
  Unemployed 2.70% 
Residence Baden-Wurttemberg 2.70% 
 Bavaria 4.05% 
 Brandenburg 2.70% 
 Bremen 54.05% 
 Hamburg 6.76% 
 Hesse 1.35% 
 Mecklenburg 1.35% 
 Lower Saxony 1.35% 
 North Rhine-Westphalia 9.46% 
 Rhineland-Palatinate 1.35% 
 Saarland 1.35% 
 Schleswig-Holstein 2.70% 
  European countries 10.81% 
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Appendix D: Initial Item Pool (Stage I) 
Item Statements (consolidated) 
accurate "The information in this content appear accurate." 
amusing "The content is amusing/funny."; "The content made me laugh." 
annoying (r) "The content is annoying."; "I can't stand the way the product is presented." 
appealing "The content looks visually appealing." 
attractive "The content looks attractive." 
authentic "The content is authentic."; "The content is presented in an authentic way." 
beautiful "The content looks beautiful." 
boring (r) "The content is boring." 
brand alignment "The content is well aligned to the brand." 
brand fit "The content fits well to the brand." 
brand suitability "The content is suitable for the brand." 
brand connection "I feel a personal connection to the brand due to the content."; "The distance 
to the brand is low."; "The brand occurs like a friend." 
brand recognition "I immediately recognized the brand behind the content."; "It is like a typical 
content post from this brand." 
casual "The content looks casual."; "This could be an everyday situation." 
catchy "The content looks catchy."; "It catches my attention."; "If I would see this 
post in my feed, I would immediately stop and have a closer look." 
clear focus "The content has a clear focus."; "I don't know where I should focus on, there 
are too many things going on in the content (r)." 
commercial (r) "The content looks like a pure commercial."; "They just want to sell the 
product." 
complete "The content comprises complete information." I do not miss anything."; "I 
miss information about the ingredients (r)." 
confusing "The content is confusing."; “It confuses me – the video is too fast.” 
consistent "The content is presented consistently."; "Everything in the post fits well 
together." 
convincing "The content is convincing."; “They have convinced me with the content." 
creative "The content is creative."; "It is presented in a creative way." 
credible "The content is credible."; "The content is believable." 
deceptive "The content is deceptive."; "The content is misleading."; "At first I thought 
the content would be about something else." 
dynamic "The content appears dynamic."; "The content is action-packed." 
easy to understand "The content is easy to understand."; "The content is comprehensible." 
emotional "The content transfers emotions."; "The content is emotional to me." 
enjoyable "The content is really enjoyable." 
entertaining "The content is entertaining." 
exciting "The content is exciting." 
extraordinary "The content is extraordinary."  
favorable "The content is favorable."; "I like this one better than the other." 
further information "I know where to get further information due to the content." 
good "The content is good." 
good source of information "The content is a good source of information." 
helpful "The content is helpful." 
identifying "I can identify myself with the content." 
important "The content is important." 
inappropriate (r) "The content is not appropriate."; "It contains inappropriate messages or 
illustrations." 
informative "The content is informative." 
innovative "The content is innovative." 
inspiring "The content is inspiring." 
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interactive "The content in interactive." "The users are encouraged to interact with the 
brand." 
interesting "The content is interesting." 
intrusive (r) "The content is intrusive." 
inviting "The content is inviting."; "It looks friendly and welcoming." 
involving "The content is involving."; "I feel addressed by the content and I think about 
it." 
irritating (r) "The content is irritating." 
learn "I learned something (new) due to the content."; "The content is educative." 
level of detail "The content has the right level of detail."; "There are not too many and not 
too little information." 
likeable "The content is likable."; "I like the content." 
meaningful "The content provides meaningful information."; "The content makes sense." 
media type fit "The picture should have been created as a video (r)"; "I can imagine this 
picture as a banner in a bus stop (r)." 
message transmission "The content transfers a clear message." 
minor content fit "Hashtags, emojis, links, and/or describing texts make sense in the content"; 
"The emojis make no sense in this context."; "The hashtags are just there to 
create awareness and make no sense."; "The link forwards you to another 
social media platform - that makes no sense." 
minor content quantity "The quantity of hashtags, emojis, links, and/or describing texts is appropriate 
in the content."; "There are way too many hashtags in this post."; "The text is 
too long."; "There are too many emojis used in this post." 
minor content sense "Hashtags, emojis, links, and/or describing texts fit well in the content"; "The 
text does not fit to the picture at all."; "The emojis does not fit to the brand 
and to the content."; "The hashtags do not fit to the topic of the content." 
modern "The content look modern." 
motivating "The content is motivating."; "Now, I want to work out more." 
music fit "The music fits well to the content."; "The music supports the exciting video." 
natural "The content looks natural"; "The content looks artificial (r)." "They used too 
much Photoshop (r)." 
personal "The content is personal to me."; "The content is intimate." 
platform alignment "The content is well aligned to the social media platform." 
platform fit "The content fits well to the social media platform." 
platform suitability "The content is suitable for the social media platform." 
pleasant "The content is pleasant." 
positive "The content is positive." 
precise "The content is precise."; "It is concise."; "It comprises precise information.” 
previous content fit "The content fit well to previous content posts of this brand." 
product fit "The content fit well to the product that is advertised." 
professional "The content looks professional." 
profound  "The content provides profound information." 
realistic "The content looks realistic." 
relate "I can relate to the content." "It addresses a topic I can relate to."; "It is really 
empathic." 
relevant "The content is relevant to me." 
serious "The content is serious." 
special "The content is something special." 
stimulating "The content is stimulating." "I feel like I am directly going to buy the 
product."; "I want to try this as well." 
superficial (r) "The content is superficial." 
testimonial fit "The testimonial fit well in the content." 
thought-out "The content is well thought-out." 
time fit "The content fit well to this time."; "The leaves and colors in the post fit well 
to this autumn-mood." 
timely "The content provides timely information." 
trustworthy "The content is trustworthy." 
unique "The content unique." "It comprises unique information." 
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useful "The content is useful." 
valuable "The content is valuable." 
visual quality "The content is visually of high quality." 
vivid "The content is vivid."; "The content is vibrant."; "The content is lively.” 
Notes: Items appear in an alphabetic order. 
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Appendix E: Result of Pre-Test: Explorative Factor Analysis 
 Item Entertainment Empathy Clarity Irritation Information 
entertaining  .825 
    
exciting  .783 
    
innovative  .775 
    
extraordinary  .753 
    
creative  .726 
    
emotional  .672  .407 
   
inspiring  .609  .436 
   
interactive  .581 
    
catchy  .482  .449 
   
timely  .411 
    
identify 
 
 .773 
   
relate  .333  .742 
   
relevant 
 
 .724 
   
enjoyable  .484  .681 
   
personal  .433  .651 
   
realistic 
 
 .495  .347 - .361 
 
easy to understand 
  
.804 
  
precise 
  
.783 
  
clear focus 
  
.641 
  
convincing  .330 
 
.575 
  
message transmission 
  
.519 
 
 .389 
credible 
 
 .422 .429 - .368 
 
complete 
  
 .352 
  
accurate 
  
 .301 
  
intrusive* 
   
 .771 
 
irritating* 
   
 .766 
 
deceptive* 
   
 .757 
 
annoying* 
 
- .311 
 
 .653 
 
confusing* 
  
- .400  .636 
 
professional  .308 
  
- .407 
 
unique info 
    
 .762 
informative 
    
 .750 
good source of info 
  
 .337 
 
 .709 
learn 
    
 .704 
meaningful 
 
 .449 
  
 .544 
Notes: *reverse scored 
Principal Component Analysis | Varimax with Kaiser Normalization 
Note: Loadings of less than .30 are not shown due to readability. 
Bold numbers load on the factors as theoretically assumed.  
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Appendix F: Sample Characteristics (Study 3)  
Criterion Characteristics   
Age (years) 18-24 15.85%  
25-34 28.71%  
35-44 24.39%  
45-54 15.30%  
55-64 12.53%  
<= 65 2.99% 
  n.a. .22% 
Gender Female 61.30%  
Male 38.50% 
  Other .20% 
Occupation Student 8.40%  
Employee 51.60%  
Self-employed 9.80%  
Unemployed 16.20%  
Pensioner 5.30% 
  Other 8.80% 
Platform usage > 5 times a day 32.82%  
2-5 times a day 21.40%  
once a day 31.71% 
  1-6 times a week 14.08% 
Follower of firms in general > 10 firms 14.30%  
6-10 firms 14.86%  
1-5 firms 42.79% 
  Not following firms 28.05% 
Follower of selected firm  
  
Yes 57.76% 
No  42.24% 
Selected content type Moving image(s) + text 26.50%  
Picture(s) + text 72.62%  
Text only .89% 
Notes: Pooled data including subsamples of Facebook (N = 300), Instagram (N = 300), and Twitter (N = 302). 
Total sample size N = 902. 
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Appendix G: Explorative Factor Analyses (Subsamples) 
i) Result explorative factor analysis (Facebook) 
 Entertainment Empathy Information Irritation 
Item α =  .92  α = .91  α = .83  α = .75 
extraordinary  .804  .341     
innovative  .796       
entertaining  .791       
creative  .767       
enjoyable  .714  .375     
exciting  .712  .400     
relevant    .820     
identify  .423  .778     
relate  .321  .754     
personal  .384  .748     
accurate      .829   
complete  .311    .759   
meaningful  .335  .342  .676   
informative  .400  .352  .569   
annoying*        .836 
intrusive*        .796 
irritating*        .706 
Eigen value 8.43 1.64 1.30 1.11 
Notes: *reverse scored | Principal Component Analysis | Varimax with Kaiser Normalization. 
Percentage of variance extracted by the 4 factors was 73.37%. 
Note: Loadings of less than .30 are not shown due to readability. 
 
ii) Result explorative factor analysis (Instagram) 
 Entertainment Empathy Information Irritation 
Item  α = .91  α = .88  α = .79  α = .70 
exciting  .809  .319     
entertaining  .807       
extraordinary  .771       
creative  .762       
enjoyable  .741  .353     
innovative  .702       
relate  .395  .764     
relevant    .764     
identify  .473  .749     
personal  .447  .690     
accurate      .800   
meaningful    .340  .770   
complete      .763   
informative  .474  .391  .507   
irritating*        .806 
annoying*        .796 
intrusive*        .735 
Eigen value 7.57 1.72 1.59 1.05 
Notes: *reverse scored | Principal Component Analysis | Varimax with Kaiser Normalization. 
Percentage of variance extracted by the 4 factors was 70.19%. 
Note: Loadings of less than .30 are not shown due to readability. 
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iii) Result explorative factor analysis (Twitter) 
  Entertainment Empathy Information Irritation 
Item  α = .92  α = .91  α = .81  α = .76 
entertaining  .786  .336   
creative  .781    
extraordinary  .763  .376   
exciting  .742  .392   
innovative  .732    
enjoyable  .685  .342   .326 
identify  .316  .838   
relate   .794   
relevant   .793   
personal  .344  .784   
accurate    .864  
meaningful   .376  .722  
complete  .382   .670  
informative  .323   .545  
irritating*     .821 
annoying*     .800 
intrusive*     .791 
Eigen value 8.02 1.91 1.28 1.20 
Notes: *reverse scored | Principal Component Analysis | Varimax with Kaiser Normalization. 
Percentage of variance extracted by the 4 factors was 72.96%. 
Note: Loadings of less than .30 are not shown due to readability. 
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Appendix H: Final Questionnaire  
Dimension Item Statement 
Entertainment 
(ENT) 
entertaining "The content is entertaining." 
creative "The content is creative." 
extraordinary "The content is extraordinary." 
exciting "The content is exciting." 
innovative "The content is innovative." 
enjoyable  "The content is enjoyable." 
Empathy 
(EMP) 
identify "I can identify myself with the content." 
relevant "The content is relevant to me." 
relate "I can relate to the content." 
personal "The content is personal to me." 
Information 
(INF) 
accurate "The content comprises accurate information." 
complete "The content comprises complete information." 
meaningful "The content comprises meaningful information." 
informative "The content is informative." 
Irritation 
(IRR) 
annoying "The content is annoying." 
irritating  "The content is irritating." 
intrusive "The content is intrusive." 
Notes: Respondents rated the content post on each statement using a 7-point Likert scale (1 = strongly disagree,    
7 = strongly agree). The items are grouped by dimension for expositional convenience; they appeared in random 
order in the questionnaire. 
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Appendix I: Assessment of Normality 
Variable min max skew C.R. kurtosis C.R. 
annoying 1.000 7.000 -2.198 -26.950 4.697 28.797 
intrusive 1.000 7.000 -1.373 -16.839 1.107 6.785 
irritating 1.000 7.000 -2.046 -25.081 4.126 25.293 
accurate 1.000 7.000 -1.343 -16.461 1.383 8.476 
complete 1.000 7.000 -.705 -8.645 -.159 -.977 
meaningful 1.000 7.000 -.866 -10.618 .055 .340 
informative 1.000 7.000 -1.043 -12.785 .734 4.501 
identify 1.000 7.000 -.651 -7.982 -.372 -2.283 
relate 1.000 7.000 -.945 -11.585 .256 1.567 
personal 1.000 7.000 -.217 -2.655 -.923 -5.656 
relevant 1.000 7.000 -.922 -11.300 -.013 -.078 
creative 1.000 7.000 -.843 -10.335 .176 1.081 
extraordinary 1.000 7.000 -.110 -1.355 -.904 -5.541 
exciting 1.000 7.000 -.665 -8.159 -.245 -1.500 
innovative 1.000 7.000 -.440 -5.394 -.562 -3.444 
enjoyable 1.000 7.000 -.703 -8.615 -.131 -.804 
entertaining 1.000 7.000 -.621 -7.615 -.418 -2.564 
Multivariate         121.812 71.969 
Notes: Moderate of violation of univariate normal distribution acceptable if skew |< 7| and kurtosis |< 2|. If C.R. 
values  |> 1.96|, normality is violated on 5% probability level (Weiber and Mühlhaus 2014, p. 180 f.).  
Result: Multivariate normal distribution did not hold for the present data.   
Appendix J: Confidence Intervals to Assess Discriminant Validity 
          Confidence interval 
      Correlation S.E.  Upper endpoint Lower endpoint 
ENT <--> EMP  .78  .09  .96  .59 
ENT <--> INF  .68  .08  .83  .53 
ENT <--> IRR  .45  .06  .57  .33 
EM
P 
<--> INF  .68  .07 
 .82  .53 
EM
P 
<--> IRR  .44  .06 
 .56  .33 
INF <--> IRR  .40  .05  .50  .31 
Notes: Confidence intervals do not include the value 1, thus discriminant validity is supported. Confidence 
intervals are calculated correlationj +/- 2*S.E.j (Bagozzi and Heatherton 1994). 
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Appendix K: Average Variance Extracted 
Construct  
([j) 
Variance 
(Ijj)  
 
    
ENT 1.913      
EMP 1.663      
INF 1.218      
IRR  .921        
AVE ([i) 
Item 
Factor 
loading 
(Oij) O2ij (Oij) Ijj 
Variance 
of S.E.  
(1- O2ij) ENT EMP INF IRR 
entertaining  .83  .69 1.33  .31     
enjoyable  .85  .73 1.39  .27     
innovative  .74  .54 1.04  .46     
exciting  .86  .73 1.41  .27     
extraordinary  .79  .62 1.19  .38     
creative  .76  .58 1.11  .42     
∑  3.91 7.47 2.09  .78    
relevant  .75  .56  .93  .44     
personal  .81  .66 1.10  .34     
relate  .88  .78 1.29  .22     
identify  .90  .81 1.35  .19     
∑  2.81 4.67 1.19   .80   
informative  .77  .60  .73  .40     
meaningful  .85  .71  .87  .29     
complete  .65  .43  .52  .57     
accurate  .57  .33  .40  .67     
∑  2.06 2.51 1.94    .56  
irritating*  .76  .57  .53  .43     
intrusive*  .54  .29  .27  .71     
annoying*  .84  .71  .65  .29     
∑   1.58 1.45 1.42        .50 
Notes: *reverse scored | AVE: average variance extracted 
AVE ([i) = 
σ O೔ೕమ Iೕೕσ O೔ೕమ IೕೕାσT೔೔  
with  
Oij = factor loading  
Ijj = variance of the construct [j  
Tii = variance of the standard error (1- O2ij) 
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Appendix L: Fornall/Larcker Criterion 
([i)  ([j) Correlation Iij) Iij
ENT <--> EMP  .78  .60 
ENT <--> INF  .68  .46 
ENT <--> IRR  .45  .20 
EMP <--> INF  .68  .46 
EMP <--> IRR  .44  .20 
INF <--> IRR  .40  .16 
Notes: AVE ([i) ≥ I2ij; for all i ≠ j with AVE ([i) = AVE of the construct [i and I2ij = squared correlation between 
[i and [j | AVE see Appendix K.  
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Abstract 
 Firms apply digital content marketing (DCM) as a novel tool to connect with consumers 
through valuable content. However, the impact of DCM on perceived content value has not 
been empirically studied yet. Particularly, different consumption goals (i.e., hedonic and 
utilitarian) lead to the question of whether DCM is always equally expedient. In a field 
experiment on Facebook, the author investigates external messages (i.e., factual content 
indirectly concerning the product) as a key characteristic of DCM in comparison to internal 
messages (i.e., directly promoting product attributes) associated with digital advertising (DA). 
Results suggest that an external message enhances content entertainment and empathy 
perceptions for a hedonic product and, therefore, improves overall perceived content value. For 
a utilitarian product, entertainment perceptions also increase with an external message but 
information perceptions are lowered. Though, increased entertainment overcompensates lower 
perceived informativeness, so that an external message is still beneficial in terms of overall 
perceived content value. Moreover, the author demonstrates that perceived content value 
significantly translates through a positive attitude toward the content into purchase intention 
and content post interaction intention (i.e., intentions to like, share, and comment), whereby the 
latter construct is explained to a higher degree by the applied model. Marketers can use the 
results to assess the suitability of DCM to promote their products in social media.  
Keywords: digital content marketing – social media – firm-generated content – perceived value 
– message strategy – hedonic products – utilitarian products – consumer engagement 
Essay II 
115 
 
1 Introduction 
 Digital content marketing (DCM) evolves to be a powerful marketing tool and, 
therefore, became an industry buzzword recently (Kee and Yazdanifard 2015). Established 
firms like Nike or Whole Foods successfully use DCM to provide valuable firm-generated 
content (FGC)1 for consumers and, therewith, foster engagement on social media venues 
(Ashley and Tuten 2015; Hollebeek and Macky 2019; De Vries, Gensler, and Leeflang 2012). 
For instance, Whole Foods embraces healthy living and earth-conscious eating on its Facebook 
fan page by educating consumers on how to eat healthily and providing cooking recipes without 
directly promoting products (Content Marketing Institute 2016). This exemplifies how the 
digital marketing industry has developed from typical digital advertising (DA) to DCM. In fact, 
expenditure on DCM has increased from 740 million euros in 2014 to predicted 2.12 billion 
euros in 2020 in Europe (Statista 2019a). Further, 85% of North American manufacturing 
marketers claim to apply DCM already as an established component of marketing 
communications (Content Marketing Institute 2017).  
 Despite the buzz, marketers are still uncertain about the success of this novel tool and 
when to apply it over DA. Although firms establish distinct DCM departments, marketers name 
content measurement problems as a major challenge and stress the need for guidelines in 
content creation (Content Marketing Institute 2017). Moreover, marketers are used to 
emphasizing different benefits depending on whether a hedonic or utilitarian product is 
promoted due to the implied dissimilar consumption goals (e.g., Eisenbeiss et al. 2015; Klein 
and Melnyk 2016; Lavine and Snyder 1996; Maclnnis and Jaworski 1989). Nevertheless, such 
recommendations rely on advertising and are missing for DCM. Further, the majority of 
marketers regard social media as the most critical channel to DCM. On the one side, it is a 
 
1 Note that FGC is defined as “firm-initiated marketing communication in its official social media pages 
[incorporated in content posts]” (Kumar et al. 2016, p. 7). The terms content and FGC are used interchangeably 
in this article. 
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challenging environment since this channel is overloaded with content and it is unclear what is 
perceived as valuable by consumers and finally leads to engagement (Feng and Ots 2015). On 
the other side, social media represents an important way for firms to apply DCM since costs for 
publishing are low (Ashley and Tuten 2015; Lieb 2011; Murdough 2009) and the reach of 
consumers is immense (e.g., Facebook’s active users amount to 2.2 billion according to Statista 
2018).  
 DCM is assumed to consist of valuable content (e.g., Lieb 2011; Pulizzi 2012), besides 
the fact that current literature lacks empirical evidence whether and how DCM is capable of 
creating high consumer-perceived content value as it supposed to do. It remains unclear what 
precisely is different in DCM compared to DA. Researchers perfunctory describe DCM as an 
important relationship marketing tool with the goal to enhance consumer engagement through 
the delivery of valuable content (Ashley and Tuten 2015; Hollebeek and Macky 2019). DCM 
is further considered as contrary to DA, which aims to increase sales in the short run, whereas 
DCM is described as the “the art of communicating with customers” with the goal to cultivate 
sales indirectly in the long run (Hollebeek and Macky 2019; Järvinen and Taiminen 2016). 
While advertising content has been empirically identified as one of the most important drivers 
of advertising effectiveness and a strong predictor of sales (e.g., Eastlack and Rao 1989; Lodish 
et al. 1995; Tellis 2004), little empirical work exists on DCM. Some studies have examined 
consumer engagement as a consequence of so-called content strategies (e.g., the 
implementation of sweepstakes, quizzes, questions, information, etc.) (Ashley and Tuten 2015; 
Gavilanes, Flatten, and Brettel 2018; Pletikosa Cvijikj and Michahelles 2013; Smith, Fischer, 
and Yongjian 2012; Voorveld et al. 2018; De Vries, Gensler, and Leeflang 2012), however, the 
central problem whether and how DCM can lead to higher perceived content value in 
comparison to DA remain unconsidered.   
 To address this central problem, I differentiate between an external message as a key 
characteristic of DCM and an internal message representing DA. Internal messages refer 
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directly to the product or brand—either rational or emotional (e.g., Gopinath, Thomas, and 
Krishnamurthi 2014), while external messages are indirectly related to the product or brand 
through additional topics (e.g., Hollebeek and Macky 2019). In this article, I particularly focus 
on internal messages consisting essentially of (rational) product attribute information and 
external messages referring to factual content that does not focus on the product or brand. In a 
field experiment on Facebook, I empirically test the impact from external messages in 
comparison to internal messages on consumer-perceived content value for hedonic vs. 
utilitarian products to assess whether DCM is equally suitable across hedonic and utilitarian 
consumption goals.  
 Taken together, this article’s major goals are to answer the following research questions: 
RQ1: Which impact has an external message on consumer-perceived content value in 
 comparison to an internal message? 
RQ2: Are external messages equally suitable to increase consumer-perceived content value 
 across hedonic and utilitarian products? 
 Further, an additional but minor objective of the present article is to show that consumer-
perceived value translates into consumer engagement. 
 I contribute to the literature by being the first who empirically examines DCM in a way 
that shows whether DCM is really capable of creating higher consumer-perceived content value 
as it is supposed to do. Applying the CONVAL model (Sander 2019), I precisely demonstrate 
whether DCM or DA generates a higher perceived content value and which dimensions of value 
lead to this effect. As a basis for the empirical investigation, I also suggest concrete variables 
(i.e., external vs. internal messages) by which the key difference between DCM and DA can be 
operationalized. 
 Results suggest that an external message increases overall perceived content value for a 
hedonic product through higher perceived entertainment and empathy perceptions. For a 
utilitarian product, the overall perceived content value could also be improved through the 
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positive impact from an external message on entertainment perception, however, information 
perception significantly decreased. Moreover, I could show that higher perceived content value 
is a positive and significant predictor of the attitude toward the content, which, in turn, leads to 
a higher purchase and content post interaction intention, whereby the latter construct’s variance 
can be explained much better by the applied model. 
 The remainder of this paper is organized as follows. First, I introduce the conceptual 
framework that is grounded on the stimulus-organism-response (SOR) paradigm. Second, I 
derive accompanying hypotheses. Third, I test the conceptual framework based on two pre-
studies and a final field experiment on Facebook in cooperation with a retailer. Lastly, I discuss 
findings, provide managerial implications, disclose limitations, and indicate possibilities for 
further research.  
2 Conceptual Framework  
 In order to answer the RQs and fulfill the objectives of this article, I build on the 
framework in Figure 1. The framework equals a stimulus-organism-response (SOR) model 
(e.g., Bleier and Eisenbeiss 2015a), using message strategy (external vs. internal) as the 
stimulus, consumer-perceived content value to predict attitude toward the content as internal 
responses (organism), product type (hedonic vs. utilitarian) as a “moderator” for the first part 
of the SOR, and consumer engagement (i.e., purchase intention and content post interaction 
intention2 as external response variables. I explain the constructs and the underlying logic of 
the framework in greater detail in the following before detailing out the research hypotheses. 
 
 
 
 
2 Note that content post interaction intentions mean intentions to like, share, or comment. 
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Figure 1: Conceptual Framework 
 
Stimulus 
Organism 
(internal response) 
Response 
(external response) 
 
 
 
Notes: DCM: Digital content marketing | DA: Digital advertising | CONVAL: Content value, second-order 
measurement model developed by Sander (2019).   
 
   2.1 Stimulus: Message Strategy 
 Likewise to traditional advertising content (e.g., print, TV), which has been discussed 
for decades in the marketing literature (e.g., Chandy et al. 2001; Tellis 2004), content of DCM 
and DA can be structured into a message strategy (“what should be communicated?”) and an 
execution (“how should the message be conveyed?”) (Belch and Belch 2015). In contrast to 
DCM, DA’s message strategy directly refers to the product or brand. The message in DA can 
be executed using either emotional or rational appeals (Chandy et al. 2001; Gopinath, Thomas, 
and Krishnamurthi 2014; MacInnis, Rao, and Weiss 2002). In this study, I focus on rational 
appeals to represent DA, meaning highlighting and promoting product attributes like features 
or prices. Due to DA’s high product focus and no other “external” topic, I denote DA’s message 
strategies as internal messages.  
 Contrarily, DCM refers indirectly to the product or brand without pitching the product 
(Content Marketing Institute 2019). DCM can be executed by telling stories but also by 
providing information for the consumers and, therewith, educate them about a certain topic  
Message strategy
Purchase 
intention
Interaction 
intention
Consumer engagement
Product type
(hedonic/utilitarian)
Content
value
External
(DCM)
Attitude 
toward the 
content
Entertainment
Empathy
Information
Irritation
Con t
value
CONVAL
Internal
(DA)
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(Borst 2011; Pulizzi 2012). In this study, I focus on informational messages that are denoted as 
factual content, i.e., “a collection of individual facts, which are objective and verifiable pieces 
of information” (Zhu and Dukes 2015, p. 57). The introductory example of Whole Food’s DCM 
activities may again serve as an example for this type of content: The retailer chain publishes 
tips and tricks about healthy living and cooking recipes on its Facebook fan pages. By doing 
so, the retailer and its products stay in the background, while concrete information on a certain 
topic (in this case cooking recipes) is delivered to the consumers in order to educate them 
(Content Marketing Institute 2016). Thus, I refer to DCM’s message strategies as external 
messages. 
 Taken together, an external message as a key characteristic of DCM and an internal 
message associated with DA represent the two types of message strategies incorporated in the 
present framework. 
    Utilitarian and hedonic product type 
 Prior research has demonstrated that underlying consumption goals affect the way of 
processing advertisements. Products may be consumed to achieve a specific instrumental 
purpose (i.e., utilitarian product type) or they may be used for mere pleasure and fun (i.e., 
hedonic product type) (Voss, Spangenberg, and Grohmann 2003). Researchers have shown that 
particularly these two product types influence the effectiveness and consumers’ evaluation of 
advertisements (e.g., Chandon, Wansink, and Laurent 2000; Eisenbeiss et al. 2015; Kim et al. 
2014, Klein and Melnyk 2016, Wakefield and Barnes 1996). Drawing on these studies, I 
included the utilitarian and hedonic product type in the framework, investigating the different 
effects between the message strategy and consumer-perceived content value. 
   2.2 Organism: Consumer-Perceived Content Value and Attitude toward the Content 
 Creating valuable content for consumers is claimed to be key to success in DCM 
(Jefferson and Tanton 2015; Kee and Yazdanifard 2015). However, no study so far has 
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empirically shown whether DCM is capable of leading to higher content value perceptions in 
comparison to DA. To fill this gap, I apply the CONVAL model developed by Sander (2019) 
in order to measures consumer-perceived content value of an external message in comparison 
to an internal message, moderated by the product type. CONVAL was constructed as a second-
order measurement model consisting of 4 value dimensions, namely, entertainment (i.e., how 
well a message is transferred to the consumer in a creative, extraordinary, innovative, enjoyable, 
innovative, and entertaining manner.), empathy (i.e., how personal and relevant the message is 
perceived and to what extent consumers can relate to and identify themselves with the content), 
information (i.e., whether a message is perceived as meaningful, accurate, complete, and also 
whether it is perceived as informative in general), and irritation (i.e., how annoying, intrusive, 
or irritating a message is perceived by the consumer).3 
 As shown by various researchers, consumers’ perceived value is a strong predictor of 
consumers’ overall attitude (e.g., Ducoffe 1996). To examine how consumer-perceived content 
value, triggered by the message strategy, converts into the more global construct attitude 
toward the content, I included this construct as a second internal response variable. For this 
second part of the organism (value on attitude), I do not expect any moderating effects since 
researchers have demonstrated the general validity of this causal relationship in various 
scenarios before (e.g., Liu et al. 2012; Logan, Bright, and Gangadharbatla 2012; Sander 2019).  
   2.3 Response: Consumer Engagement 
 Engagement as consumers’ ultimate external, behavioral response to internal responses 
(organism) has been subject to several studies in social media (e.g., Ashley and Tuten 2015; 
Chang and Wildt 1994; Gavilanes, Flatten, and Brettel 2018; Pletikosa Cvijikj and Michahelles 
2013; Voorveld et al. 2018). Consumer engagement has been defined as consumers’ 
“behavioral manifestation toward a firm” including a vast array of behaviors (van Doorn et al. 
 
3 Indicators of irritation represent negative items.  
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2010). It signifies the major aim of DCM as a relationship marketing tool in order to bond 
consumers to the firm (Hollebeek and Macky 2019; Kaba and Bechter 2012). 
 Weiger, Hammerschmidt, and Scholdra (2019) particularly distinguish between 
productive consumer engagement (i.e., sharing content) and consumptive consumer 
engagement (i.e., liking content). In line with these authors, the metrics like, share, and 
comment have frequently been used to evaluate content posts on social media (Gavilanes, 
Flatten, and Brettel 2018; Rooderkerk and Pauwels 2016; De Vries, Gensler, and Leeflang 
2012). Consequently, I implemented the construct content post interaction intention, 
represented by the indicators like, share, and comment.  
 I also included purchase intention as consumer engagement in a broader sense. Some 
authors consider consumer engagement as something “beyond purchase” (van Doorn et al. 
2010; Vivek, Beatty, and Morgan 2012), however, purchase intention denotes an important 
metric in the context of social media in order to evaluate consumers’ bond with the firm (Naylor, 
Lamberton, and West 2012). 
 Likewise to the second part of the internal responses, I do not suppose any moderating 
effects in the organism-response relationship.  
3 Hypotheses 
 The focus of this research lies in investigating whether DCM, which is represented by 
an external message, can create higher content value perceptions in comparison to DA, 
characterized by an internal message. In the following, I develop hypotheses for each of the 
consumer-perceived content value dimensions, taking the different product types into account. 
    Entertainment 
 Perceived entertainment occurs when the content is perceived as creative, 
extraordinary, innovative, exciting, or enjoyable (Sander 2019). Researchers have found that 
entertainment perceptions positively influence content value perceptions (e.g., Ducoffe 1996). 
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Particularly, divergent content converts into higher creativity and entertainment perceptions 
(Smith, Chen, and Yang 2008). Specifically, ads that contain innovative ideas, rare or surprising 
elements, unexpected details, or combine unrelated ideas are supposed to be perceived as more 
divergent and positively influence entertainment perceptions (Smith et al. 2007). Obviously, 
items utilized in this paper to assess entertainment perception are strongly related to the 
indicators developed by Smith et al. (2007). I argue that even though DCM is on a steady rise, 
an internal message associated with DA, meaning highlighting product attributes in ads, is still 
“less surprising” and something consumers are used to. In contrast, I assume that due to 
informative facts besides the product an external message comprises, it is perceived as 
something positively unexpected and, therefore, more entertaining. However, research has 
shown that hedonic product consumers use affective information processing (Klein and Melnyk 
2016), therefore, I argue that the described effect of positive surprise due to an external message 
may trigger entertainment perceptions for hedonic product consumers but not for utilitarian 
product consumers since they are assumed to apply cognitive information processing and may 
not be concerned about facts not related to product attributes (Homburg, Koschate, and Hoyer 
2006). Therefore, I postulate: 
H1: FGC consisting of an external message  
a) decreases entertainment perceptions for utilitarian products, and  
b) increases entertainment perceptions for hedonic products 
compared to FGC with a focus on an internal message. 
    Empathy 
 Empathy refers to how personal and relevant a message is perceived and to what extent 
consumers can relate to and identify themselves with the content. In advertisements, firms can 
either choose to highlight hedonic or utilitarian benefits provided by a product (Maclnnis and 
Jaworski 1989). In this context, Shavitt (1990, p. 136) provides the example of a perfume: Firms 
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may stress utilitarian product attributes like “the perfume comes from a balanced blend of oils 
and essences”, which is consistent with the definition of an internal message in this paper, or 
emphasize a hedonic mood, signaling consumers that the perfume “is the sophisticated scent 
that tells people you’re not one of the crowd”. Consumers usually evaluate these different 
messages by matching them with the consumption goal of the product being promoted since 
they strive for internal consistency (Klein and Melnyk 2016; Van Osselaer and Janiszewski 
2012; Sirgy 1982). I argue that the feeling of internal consistency drives empathy perceptions 
for a content post. Applying this logic, I conclude that for utilitarian products, which 
consumption goals are characterized by functional needs, consumers may feel a higher internal 
consistency and, therewith, perceive more empathy for a message comprising product 
information (i.e., internal message). In contrast, for hedonic products, which are consumed for 
fun and pleasure, detailed product information may not be necessary to perceive a message as 
empathic. Instead, an external message may evoke a mood associated with the hedonic product, 
which determines internal consistency and, in turn, empathy for the content. Therefore, I 
postulate:   
H2: FGC consisting of an external message  
a) decreases empathy perceptions for utilitarian products, and 
b) increases empathy perceptions for hedonic products 
compared to FGC with a focus on an internal message. 
    Information 
 The value dimension information refers to whether a message is perceived as 
meaningful, accurate, complete, and also whether it is perceived as informative in general. 
Ducoffe (1996) has demonstrated in his well-known web advertising value model that perceived 
informativeness significantly increases content value perception. The question arising from this 
context is whether informativeness means the same across hedonic and utilitarian consumption 
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goals. Researchers have found that consumers’ predominant advertisement processing mode 
depends on whether a utilitarian or hedonic product is promoted (e.g., Eisenbeiss et al. 2015). 
Specifically, consumers engage more in extensive cognitive information processing for 
utilitarian products, while using affective processing for hedonic products (Klein and Melnyk 
2016). Cognitive information processing is more present when concrete information about a 
product is provided, particularly when the consumption goal concerns instrumental purposes 
(Homburg, Koschate, and Hoyer 2006). Further, Chandon, Wansink, and Laurent (2000) found 
that information regarding the product, i.e., monetary savings, quality of the product, and 
convenience (reduction of search costs), are more effective in sales promotions for utilitarian 
products, while exploration and entertainment create higher promotion effectiveness for 
hedonic products. Matching these benefits, meaning stressing utilitarian benefits for utilitarian 
and hedonic benefits for hedonic products, is the predominantly applied principle by firms and 
assumed to be more persuasive in advertisements (Gill 2008; Maio and Haddock 2007; Okada 
2005). Concluding, I hypothesize that consumers seek product attribute information when a 
utilitarian product is promoted in a content post and perceive an internal message as more 
informative. Contrarily, an external message might stimulate affective processing and, 
therefore, increase the information perception for hedonic products. Thus, I postulate: 
H3: FGC consisting of an external message  
a) decreases information perceptions for utilitarian products, and 
b) increases information perceptions for hedonic products 
compared to FGC with a focus on an internal message. 
    Irritation 
 Irritation toward FGC may occur when consumers perceive it as annoying, intrusive, or 
irritating due to its commercial character. Li, Edwards, and Lee (2002) state that consumers are 
more likely to be goal-directed when they use the internet. Particularly in social media, 
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consumers seek for information on certain topics or entertainment (Smith, Fischer, and 
Yongjian 2012; Voorveld et al. 2018) and, therefore, a content post containing solely product 
information may be perceived as goal impediment, meaning a source of nuisance, hindering 
consumer efforts to browse content on social media (Cho and Cheon 2004).  
 Research on brand salience, i.e., the conspicuous presence of product and brand in the 
content (Romaniuk and Sharp 2004), which is per my definition less the case for external 
messages, appears helpful in hypothesizing the effect from the message strategy on irritation. 
For example, Aaker and Bruzzone (1985) examined the attitude toward beer TV commercials 
and declare two types of ads. The first type denotes ads that are product oriented including 
heavily repeated slogans around the product attributes (i.e., strong salience). The second type 
is called “mood commercials”, which say little about attributes but create favorable associations 
with beer. The authors find that the latter type, which has a so-called “soft-sell” character, is 
perceived as less irritating by consumers in comparison to the first type, which has a “hard-sell” 
character due to its high focus on product attributes. In line with these authors, Teixeira, Wedel, 
and Pieters (2010) demonstrate that ad avoidance is fostered by strong brand salience across a 
variety of product types in TV advertisements. Because of the very commercial character of ads 
having a strong focus on the product, consumers are likely to feel manipulated and the product 
might be too much forced upon them, which may lead to irritation. 
 I postulate that an external message decreases irritation in general, regardless of the 
product type for the following reason. The above-mentioned studies were conducted across 
various product types in a TV advertising setting in which consumers are used to internal 
messages. Nevertheless, irritation occurs in the case of strong brand salience. Likewise, for a 
utilitarian product, for which consumers typically are open for receiving information about the 
product, a too commercial-perceived content post may also lead to irritation, particularly in the 
context of social media. In other words, I postulate that an external message would be perceived 
as less irritating due to its less commercial character. For a hedonic product, this argument is 
Essay II 
127 
 
even stronger since consumers are assumed to use affective processing wherefore product 
information is not a requirement (Klein and Melnyk 2016), concluding irritation may not come 
up with an external message. Therefore, I postulate: 
H4: FGC consisting of an external message  
a) decreases irritation perceptions for utilitarian products, and  
b) decreases irritation perceptions for hedonic products 
compared to FGC with a focus on an internal message. 
4 Field Experiment 
 To test the hypotheses, I conducted two online studies in advance to the final field 
experiment on Facebook. The program of studies is described in the following. First, I 
undertook an online survey in order to select a hedonic and utilitarian product for the 
experimental content posts. Second, I created 4 different content posts following a 2 (message 
strategy: internal vs. external) x 2 (product type: utilitarian vs. hedonic) experimental research 
design (Charness, Gneezy, and Kuhn 2012) and pre-tested them in a laboratory online 
experiment. Third, I conducted a field experiment on Facebook (Gneezy 2017; Koschate-
Fischer and Schandelmeier 2014; Mittal 2016; Vargas, Duff, and Faber 2017). The experiment 
took place in cooperation with a local pet store in Germany.4 The pet store, carrying mostly dog 
care products, was chosen since its customers are loyal, highly involved in the store’s products, 
and also show high engagement on its Facebook fan page. As of September 2018, the pet store 
had 3,236 followers of its fan page on Facebook.  
   4.1 Product Selection (Study 1) 
 To select a hedonic and utilitarian product for hypotheses testing, I undertook an online 
survey among 50 consumers (see Appendix A for sample characteristics). The participants were 
 
4 The pet store’s name is protected for confidentiality reasons. 
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presented six different products, which selection was the result of discussions with the pet store 
owners in advance. Three products made for dogs that are assumed to be hedonic, i.e., a 
handmade collar with brass applications, a toy puppet, and a handmade leash were presented. 
Also, three dog products that are known to fulfill utilitarian needs, i.e., dog food, a bowl, and a 
basket, were under investigation. I used a 7-point semantic scale with items developed by Voss, 
Spangenberg, and Grohmann (2003) to assess the hedonic and utilitarian value of the products.5 
In addition, I adopted items developed by Zaichkowsky (1985) for assessment of the 
involvement levels on a 7-point Likert scale.6 Selecting products with roughly equal 
involvement levels was important since later findings should solely be associated with the 
hedonic and utilitarian product type and no other product property. Table 1 sums up the results. 
Table 1: Means and t-Test Results for Products Selection 
 Hedonic value   Involvement level 
Product M  SD t-value p-value M  SD t-value p-value 
Basket 4.45 1.18 2.72 .009 4.73 .92 5.59 .000 
Bowl 4.34 1.37 1.76 .085 4.45 .74 4.25 .000 
Collar 5.24 1.34 6.52 .000 4.73 1.31 3.93 .000 
Food 3.06 1.36 -4.85 .000 5.10 1.13 7.28 .000 
Leash 4.59 1.20 5.24 .000 4.80 1.21 4.55 .000 
Toy 5.20 1.16 7.37 .000 3.16 1.00 -5.93 .000 
Notes: One sample (two-tailed) t-test to assess the significance of scale mean differences | Scale mean was 4 
(7-point Likert scale was applied | M: Mean | SD: Standard deviation | N = 50. 
 
 From the identified products, I selected the dog collar to represent the hedonic product 
category and the dog food to symbolize the utilitarian product type. The mean for the dog collar 
[dog food] was the highest [lowest] on the hedonic scale across all products and was 
significantly higher [lower] than the scale mean (see Table 1). The dog food scored slightly 
higher on the involvement scale, however, both products show involvement levels above scale 
mean. 
 
5 Items were for hedonic value was “The product is… not fun / fun; dull / exciting; not delightful / delightful;         
not thrilling / thrilling; enjoyable / unenjoyable”. Cronbach’s alpha was .95. Since the questionnaire was in German 
language, translation/back-translation procedures were applied in advance for all items to assure identical meaning. 
6 Items were “The product is important”; “The product is of great interest for a dog owner”; “A bad buy is a great 
risk”; “The product means a lot to a dog owner”. Cronbach’s alpha was .80. Again, translation/back-translation 
procedures were applied. 
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   4.2 Experimental Design   
 To test my hypotheses, I created 4 content posts including different stimuli each (see 
Appendix B). The experimental design followed the logic of a 2 (message strategy: internal vs. 
external) x 2 (product type: utilitarian vs. hedonic) between-subjects design (Charness, Gneezy, 
and Kuhn 2012). To represent the external type of message, I focused on factual content (Zhu 
and Dukes 2015). In contrast, for internal messages, I concentrated on product attributes and 
price cues (Belch and Belch 2015). Thereby, I compared rational appeals to each other since 
they are more objective than emotions and stories. I paid attention to solely manipulate the 
message strategy (external vs. internal), while keeping the execution (i.e., ad appeals and 
conceptual approaches) equal between all groups. The external message topics were supposed 
to be congruent with the promoted product in the content post.7 Conceptually, I included a 
picture in the posts that reflected the theme of the text in order to catch the attention of the 
consumers (Pieters and Wedel 2004). The brand and the product were less prominent in the 
external message compared to the internal message stimuli, meaning less salient (Teixeira, 
Wedel, and Pieters 2010; Wedel and Pieters 2000). Each content post comprised a link to 
forward the participants to a questionnaire that included all items to represent the constructs in 
the framework. Thereby, a separate survey for each stimulus was conducted. Moreover, the 
content posts incorporated a claim that should encourage consumers to take part in the survey 
as well as the opportunity to win a 50€ voucher for the pet store as an extra motivation.  
    Stimulus 1: Utilitarian product w/ external message (UTI_EX) 
 Stimulus 1 consisted of a utilitarian product and an external message. As explained in 
the previous section, the dog food was selected to represent the utilitarian type of product. As 
an external message, information about wolves as ancestors of dogs and their eating habits are 
given. The brand was mentioned at the end of the text, however, the text contained no 
 
7 Perceived congruity was further tested in the pre-test. 
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information about the dog food. In line with the text, a picture of a wolf in the woods was 
included in the content post. The dog food itself was only shown as a small application in the 
upper right of the picture (see Appendix B, stimulus 1).  
    Stimulus 2: Utilitarian product w/ internal message (UTI_IN) 
 Stimulus 2 comprised the same dog food as stimulus 1 but with an internal message. In 
this version, product features appeals, i.e., statements about product attributes and product price 
appeals, are included to represent the internal type of message (Belch and Belch 2015). 
Specifically, the content post contained information on the food’s ingredients, available flavors, 
and the price per kilo. The brand name was mentioned at the very beginning of the text. Further, 
the picture in the content post showed a dog plus three different flavors of the food (see 
Appendix B, stimulus 2). 
    Stimulus 3: Hedonic product w/ external message (HED_EX) 
 As tested in the previous section, stimulus 3 included a handmade dog collar, which 
represented the hedonic product type. Information about the healthy aspects of taking a dog for 
a walk was given in the text. Consumers were informed that the hormone serotonin is produced 
when strolling through fresh air. To reflect the topic, the picture showed a dog in the green grass 
wearing the collar less prominent (see Appendix B, stimulus 3). 
    Stimulus 4: Hedonic product w/ internal message (HED_IN) 
 Stimulus 4 contained the same handmade collar as stimulus 3 but with an internal 
message. Likewise to the internal message in stimulus 2, product features and price appeals 
were highlighted (Belch and Belch 2015). Again, the brand was mentioned at the beginning of 
the text and aspects of the high-quality materials used for the collar were stressed. Available 
sizes were mentioned as well as the price. The picture showed a dog wearing the collar 
conspicuously (see Appendix B, stimulus 4). 
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   4.3 Pre-Test (Study 2) 
 A laboratory online experiment among 132 consumers (see Appendix C for sample 
characteristics) was set up to pre-test the content posts. The participants were randomly 
assigned to one of the 4 stimuli and were instructed to read the content post carefully (Koschate-
Fischer and Schandelmeier 2014). Then, questions were asked with the following goals. First, 
the right selection of products associated with the utilitarian and hedonic product type should 
be confirmed. Second, factors that might be perceived differently across the content posts and, 
therefore, may distort causal effects, should be tested and set equal. Third, possible selection 
bias should be minimized. Since the content posts included a link that forwarded participants 
to the survey, it is crucial to demonstrate that the willingness to participate in the survey was 
equal across all stimuli.  
    Manipulation check  
 To confirm the product selection, I used a single, semantic differential (1 = “hedonic” 
to 7 = “utilitarian”). A short definition of hedonic and utilitarian product types was presented 
to the participants in advance to the question (“Hedonic products are primarily consumed for 
pleasure-oriented reasons. They are associated with providing fun and excitement. Utilitarian 
products are primarily consumed for functional aspects. They are absolutely necessary and 
essential.”) (Eisenbeiss et al. 2015). The results showed that the dog food (utilitarian product) 
was significantly above the scale mean (M = 5.52, SD = 1.46, t = 8.417, p < .001, N = 65), while 
the dog collar (hedonic product) scored significantly below the scale average (M = 2.33, SD = 
1.51, t = -9.01, p < .001, N = 67). Therewith, I could confirm that the dog food was associated 
as utilitarian and the dog collar was perceived more as a hedonic product. 
    Controlling for alternative drivers 
 In experimental research, it is important to control the situation in order to not confound 
or confuse the main effects (Gneezy 2017; Koschate-Fischer and Schandelmeier 2014; Vargas, 
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Duff, and Faber 2017). In this case, different content posts are compared to each other and the 
results should clearly be reduced to the manipulation of the message strategy (external vs. 
internal) and the product type. Other factors should be perceived as equal. To test the situation, 
participants were instructed to imagine that the presented content post would appear in their 
Facebook newsfeed. Then, questions capturing alternative drivers were asked. I used single 
items to assess (1) the attractiveness of the picture, (2) the attention the content posts creates, 
(3) product liking, (4) the intention to read the text until the end, (5) the content/product 
congruency, and (6) the willingness to participate in the survey. Table 2 sums up the results. 
 Mean differences were not significant, which evidenced that all factors were perceived 
as equal in the external and internal message stimuli. This poses a precondition to compare the 
external and internal message strategies in the following structural equation model (SEM). 
 The willingness to participate was moderate in all stimuli. Across all content posts, 
49.2% of the participants indicated that they would take part in the survey. An open question 
was included in the questionnaire where participants had the opportunity to state why they 
would or why they would not take part. The answers revealed that the opportunity to win a 50€ 
voucher was a good motivation to participate. Further, altruistic reasons (“I want to support the 
local company”), curiosity, and interest in general stimulated consumers to participate in the 
survey. On the other side, participants that would not take part doubted the trustworthiness of 
the survey and did not want to support commercial goals. For this reason, I slightly changed the 
wording in the call for participation in the content post during the pre-test, emphasizing the 
non-commercial purpose of the study, and integrated the university’s name to achieve higher 
credibility. 
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Table 2: Mean Differences of Control Variables (External vs. Internal Message) 
  Stimuli 
    UTI_EX UTI_IN HED_EX HED_IN 
 Item N 33 32 36 31 
(1) "How attractive do you 
perceive the picture?"a 
M 5.30 5.38 4.72 5.06 
SD 1.53 1.41 1.95 1.71 
Mean difference -.08 -.34 
t-value -.20 -.76 
p-value  .84  .45 
(2) "Would you have noticed the 
post in your feed?"b 
M 2.79 2.69 2.89 2.71 
SD .78 .64 .79 .74 
Mean difference .10 .18 
t-value .56 .96 
p-value .58 .34 
(3) "Do you like the product?"d 
M 2.58 2.84 2.33 2.48 
SD .75 .52 .83 .93 
Mean difference -.26 -.15 
t-value -1.67 -.70 
p-value .11 .49 
(4) “Would you have read the text 
until the end?”e 
M 2.36 2.25 2.61 2.48 
SD  .82  .72  .96 .93 
Mean difference  .11 .13 
t-value  .59  .55 
p-value  .55  .58 
(5) “Do you think the content fits 
the product?”f 
M 2.76 2.97 2.67 2.84 
SD .56 .47 .72 .52 
Mean difference -.21 -.17 
t-value -1.65 -1.11 
p-value  .11 .27 
(6) "Would you click on the link 
and take part in the survey?"g 
M 2.76 2.69 2.78 2.74 
SD 1.01 .97 .96 .89 
Mean difference  .07  .04 
t-value  .27  .16 
p-value  .79  .88 
Notes: Two-sample t-test (two-tailed) to assess the significance of sample mean differences. 
UTI: Utilitarian product | HED: Hedonic product | EX: External message | IN: Internal message. 
M: Mean | SD: Standard deviation | N = 132. 
a Measured on a 7-point semantic differential (1 = “not attractive at all” to 7 = “very attractive”). 
b, c, d, e, f, g Measured on a 4-point rating scale (1 = “no”, 2 = “rather no”, 3 = “rather yes”, 4 = “yes”). 
 
   4.4 Procedure and Sample (Field Study) 
 Within a time frame of 6 weeks, the content posts containing the stimulus 1 to 4 (see 
Appendix B) were subsequently posted on the pet store’s Facebook fan page. Each content post 
was online for at least 7 days before it was deleted from the fan page. After a pause of 1-2 days, 
the succeeding content post was published. While being online, the pet store went on with their 
regularly posting behavior. Content posts were published in the following order:                 
UTI_EX (post I), HED_IN (post II), UTI_IN (post III), and HED_IN (post IV). Similar to the 
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pre-test, the content posts included a link that forwarded the participants to the questionnaire. 
To control for repeated participation of an individual, the survey included an additional question 
asking whether the individual has participated before. Fortunately, double participation did not 
occur as a problem (see Appendix D). 
 In this context, response bias may cause problems if participants tend to answers 
strategically (e.g., Podsakoff et al. 2003). To minimize this possibility, I stated in the 
introduction of the questionnaire that the purpose of the study is to understand the participants’ 
subjective impression and that there are no right or wrong answers. Further, I highlighted that 
the answers would be used for academic purposes only and kept confidential as well as 
anonymously (e.g., Bleier and Eisenbeiss 2015a).  
 During the field time, I generated a total sample size of N = 127 respondents (N = 31 for 
UTI_EX, N = 30 for HED_IN, N = 32 for UTI_IN, and N = 34 for HED_EX). Participants were 
mostly followers of the pet store’s Facebook fan page. Further, respondents were between 25 
and 54 years old, 70.9% female, and workers (blue/white collar), students, as well as self-
employed persons (see Appendix D for sample characteristics). The inspection of the data did 
not show any conspicuities so that all responses have been remained. This might had happened 
due to the fact that mainly fans who are loyal customers took part in the survey and, therefore, 
were cautiously answering the questions.  
   4.5 Manipulation Checks  
 I included two types of manipulation checks. First, the accurate perception of the 
hedonic and utilitarian product type should be demonstrated for the field experiment. Second, 
the message strategy should be confirmed to be perceived as external and internal respectively. 
I used a semantic differential to assess the perception of the product type (1 = “hedonic” to 7 = 
“utilitarian”). Similar to the pre-test II, a short definition of hedonic and utilitarian product types 
was presented to the participants in advance to the question. Results indicated that the dog food 
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(utilitarian product) was significantly above the scale mean (M = 5.54, SD = 1.39, t = 8.80,         
p < .001, N = 64) and the dog collar (hedonic product) scored significantly below scale average 
(M = 2.53, SD = 1.67, t = -7.03, p < .001, N = 63), meaning that the manipulation of the product 
type was again successful. Likewise, I used a semantic differential to test the perception of the 
message strategy (1 = “internal” to 7 = “external”). I also gave a short description of external 
and internal messages in advance to the question (“External messages refer to other topics but 
the product, while internal messages concern the product itself.”). Results suggested that 
perceptions of the message strategies are in line with the definition. External messages scored 
significantly above scale mean (M = 5.49, SD = 1.46, t = 8.25, p < .001, N = 65), while internal 
messages were significantly below scale mean (M = 1.68, SD = 1.02, t = -17.92, p < .001,            
N = 62). 
   4.6 Measures 
 For the stimuli, I used dummy variables to code the binary message strategy (MES) 
variable. MES equals “1” in the external message condition and “0” in the internal message 
condition.  
 For the first part of the internal responses, I adapted the CONVAL model developed by 
Sander (2019). CONVAL consists of 4 dimensions and was constructed as a second-order 
measurement model comprising reflective indicators in its first order and formative causal 
indicators in its second order (“Type II” according to Jarvis, MacKenzie, and Podsakoff  2003). 
The constructs were measured as follows.  
- Entertainment (ENT) was measured using 6 reflective indicators (“The content is… 
entertaining, creative, extraordinary, exciting, innovative, enjoyable”). 
- Empathy (EMP) consisted of 5 items (“I can identify myself with the content”, “The content 
is relevant to me”, “I can relate to the content”, “The content is personal to me”).  
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- Information (INF) was measured with 4 indicators (“The content is… accurate, complete, 
meaningful, informative”).  
- Irritation (IRR) was measured with 3 indicators (“The content is… annoying, irritating, 
intrusive”).  
 I identified the second-order construct consumer-perceived content value (VAL) using 
the repeated indicator approach with “Mode B” and inner path weighting scheme as suggested 
by Becker, Klein, and Wetzels (2012). On the basis of a PLS-SEM simulation study, the authors 
could demonstrate that this type of measurement produces less biased and, therefore, more 
precise parameter estimates in “Type II” measurement models. A further advantage of this 
method is that no global items are needed to identify consumer-perceived content value. As 
Sander (2019) demonstrated, CONVAL is a better predictor of attitude toward the content in 
comparison to global value items. Therefore, using the CONVAL items solely in the SEM is 
supposed to provide the best explanatory power.  
 I measured attitude toward the content (ATT) using items according to MacKenzie, 
Lutz, and Belch (1986): “The content is… likable, favorable, interesting, good.” 
 Purchase intention (PUR) was assessed using 3 items adopted from Wang, Minor, and 
Wei (2011): “If I need a decorative collar [food] for my dog in the future, I would buy this one”, 
“I can imagine buying the decorative collar [food] for my dog”, and “The probability to buy 
the decorative collar [food] is high”.  
 Lastly, I used three items for the latent construct content post interaction intention (INT): 
“I want to like the post”, “I want to share the post”, and “I want to comment on the post”.  
 The corresponding 7-point Likert scales for all items ranged from 1 (“strongly 
disagree”) to 7 (“strongly agree”). To ensure consistency of all items, they were separately 
translated into German and then back-translated into English (e.g., Fischer, Voelckner, and 
Sattler 2010). 
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   4.7 Methodology 
 I applied structural equation modeling (SEM) according to the framework using a 
variance-based partial least squares (PLS) approach (Hair et al. 2017; Ringle, Wende, and 
Becker 2015; Wold 1985) for the following reasons. As specified in the literature, the 
predominant covariance-based (CB) procedure (Jöreskog 1978) using the Maximum-
Likelihood method of estimation requires a sample size of at least N = 200 and, more 
importantly, the presence of multivariate normality (Bagozzi and Yi 2012). Both did not hold 
for the present data, which is commonly the case in marketing research, in particular when an 
experimental research design was applied (Bagozzi, Yi, and Singh 1991; Fornell and Bookstein 
1982). To overcome difficulties related to small sample sizes and non-normal distributed data 
in experimental research, scholars recommend the use of PLS-SEM over CB-SEM (Bagozzi, 
Yi, and Singh 1991; Hair et al. 2017). Both methods share the same roots (Jöreskog and Wold 
1982), however, in contrast to CB approaches, PLS minimizes the amount of the unexplained 
variance, i.e., maximizes R² values. In other words, the PLS algorithm aims for an exact 
prediction of the observed variables, while parameter estimation using CB approaches is done 
through a “best-fit” reproduction of the empirical covariance matrix (Hair et al. 2017). Since 
PLS does not require any assumption regarding data distributions, there are no global goodness-
of-fit criteria and particularly external validity is difficult to assess (Fornell and Bookstein 1982; 
Hair et al. 2017). However, Hair et al. (2012) stated that PLS-SEM has expanded in marketing 
research recently and its distinctive methodological features make it a possible alternative to 
frequently applied CB-SEM approaches. Further, PLS-SEM is expected to grow in the future, 
likewise to similar developments in other domains (Hair et al. 2012; Ringle, Sarstedt, and 
Straub 2012). 
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   4.8 Measurement Model Evaluation 
    Reliability and validity assessment 
 As Appendix E shows, all factor loadings exceeded the threshold of .708 and, therefore, 
indicator reliability could be established (Hair et al. 2017). Using bias-corrected and 
accelerated (BCa) bootstrapping with 1000 subsamples (Ringle, Wende, and Becker 2015),        
t-values and significance levels have been computed with the result that all factor loadings and 
weights in the outer model were significant (see Appendix E and F), which further indicates 
reliable indicators. Composite-based reliabilities (CR) were above .80 for all constructs that 
suggested “good” construct reliability (Bagozzi and Yi 1988). In addition, the average variance 
extracted (AVE) exceeded the required threshold of .50 (Fornell and Larcker 1981), 
demonstrating that the measures could meet convergent validity (Hair et al. 2017). To further 
show the existence of construct validity, discriminant validity has been examined. Appendix G 
shows that the square root of the AVE for every latent construct was greater than the correlation 
of the construct with any other construct (Fornell and Larcker 1981). Hence, the presence of 
discriminant validity could be demonstrated. 
    Common method bias 
 Since I manipulated the independent variable of the SOR model (i.e., message strategy), 
common method bias (CMB) did not pose a problem at this stage. To ensure this empirically 
also for the organism-response relationship, I applied a procedure suggested by Kock (2015). 
Unlike CB-based software, PLS does not incorporate a concrete test for CMB. However, Kock 
(2015) recommended examining the variance inflation factors (VIF). Using two datasets, one 
contaminated by CMB and the other not contaminated, the author could demonstrate that the 
occurrence of a VIF greater than 3.3 can be proposed as an indication of pathological 
collinearity and that a model may be contaminated by CMB. If all factor-level VIFs resulting 
from a full collinearity test are equal to or lower than 3.3, the model can be considered free of 
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CMB (Kock 2015, p. 6). The result of a full collinearity test8 revealed that inner VIF values 
were below 3.3 with two exceptions. The estimations from ATT on ENT indicated a VIF value 
of 3.6 and the estimation from ATT on EMP showed a VIF of 3.5. To prevent difficulties related 
to CMB, I tested the elimination of several reflective indicators in the model. As a result, the 
deletion of the item interesting that was a reflective indicator of the construct ATT led to the 
outcome of all inner VIFs having values below 3.3.9 Therefore, the item interesting was 
excluded from further analyses.10  
    Measurement model invariance 
 As a precondition for comparing path coefficients between the two groups of product 
types (UTI vs. HED) using PLS, I tested for measurement model invariance applying the 
measurement invariance of composite models (MICOM) procedure developed by Henseler, 
Ringle, and Sarstedt (2016).11 The procedure includes three steps: (1) configural invariance 
(i.e., equal parameterization and way of estimation), (2) compositional invariance (i.e., non-
significant indicator differences), and (3) equality of composite mean values and variances. If 
(1) and (2) can be established, partial measurement invariance is confirmed, which permits 
comparing the path coefficient estimates across the groups. In case (3) is also fulfilled and, 
therewith, full measurement invariance is present, Henseler, Ringle, and Sarstedt (2016) 
suggest to apply pooled data analysis.  
 Step (1) poses an initial qualitative assessment of the composites’ specifications across 
the groups UTI and HED. The test confirmed that first, identical indicators per group have been 
 
8 The full collinearity test comprised in total seven rounds of estimating all latent variables (entertainment (ENT), 
empathy (EMP), information (INF), irritation (IRR), attitude (ATT), purchase intention (PUR), and interaction 
intention (INT) on subsequently one of the latent variable. Pooled data were used.  
9 ATT → ENT now showed a VIF of 3.21 and ATT → EMP a VIF of 3.26. 
10 Cronbach’s alpha for ATT including the items likable, favorable, and good was .94. 
11 The well-established CB-based approach for invariance assessment recommended by Steenkamp and 
Baumgartner (1998) cannot be readily transferred to PLS-SEM’s composite models (Hair et al. 2017). For this 
reason, Henseler, Ringle, and Sarstedt (2016) presented with MICOM a PLS-based procedure to assess 
measurement model invariance.  
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employed, second, data has been treated equally (e.g., dummy coding), and, third, identical 
algorithm settings have been used (e.g., path weighting scheme, bootstrapping procedure). 
Therewith, configural invariance could be established as a precondition for the next step 
Henseler, Ringle, and Sarstedt (2016, p. 413). 
 Step (2) focuses on analyzing whether a composite is formed equally across the groups. 
Despite possible differences in weights, the composite scores (i.e., outer factor loadings) should 
not be significantly different between the groups. As Appendix H shows, p-values of outer 
loadings differences (|UTI - HED|) were all above .05, which indicated that compositional 
invariance could be established (Ringle, Wende, and Becker 2015) and, therewith, partial 
measurement invariance was present, which allowed path coefficient comparisons between the 
UTI and HED groups. Since the means and variances differed between the two groups, there 
was no indication to use pooled data in the SEM (see step (3)).  
   4.9 Results  
 I applied a multi-group structural equation model analysis using partial least squares 
approach (PLS-MGA) as explained in section 4.7 (Sarstedt, Henseler, and Ringle 2011). The 
estimation of two unconstrained models for utilitarian and hedonic products allowed to analyze 
product type specific effects between the stimulus (external vs. internal message strategy) and 
the dimensions of consumer-perceived content value. I estimated product type specific effects 
only for the first part of the model. In the second part of the model (i.e., the impact from 
consumer-perceived content value on attitude toward the content and the effects on the external 
consumer engagement response variables), I held all parameters equal across groups because 
the product type was not expected to moderate effects here. Table 3 shows the results of the 
structural models including path coefficient estimates, t-values, and significant levels (see also 
Appendix I for graphical illustration and Appendix J for a summary of the group-specific 
results).  
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    Stimulus → Organism 
 First, I tested my hypotheses to determine how the message strategy (MES) affected 
consumer-perceived content value dimensions (ENT, EMP, INF, and IRR). MES was binary 
coded (“1” for an external message and “0” for an internal message), so the path coefficients 
represent the impact from the external message in comparison to the internal message. 
Moreover, I examined the importance of the content value dimensions in overall content value 
perception (VAL) for the utilitarian and hedonic products. Second, I applied permutation tests 
for group differences (Chin and Jens 2010; Sarstedt, Henseler, and Ringle 2011) to assess the 
significance of the group-specific effects between utilitarian and hedonic products. 
Table 3: Estimated Coefficients of the Structural Models  
 
 (a) Utilitarian  
 (b) Hedonic  
Position Path  Est. t-value R²    Est. t-value R² 
Stimulus → 
CONVAL 
dimensions 
(organism) 
Hypothesis 1: 
MESa → ENT γ11 .625 6.106*** .391  γ21 .417 4.322*** .173 
Hypothesis 2: 
MESa → EMP γ12 -.010 .085(n.s.) .001  γ22 .260 2.233*** .068 
Hypothesis 3: 
MESa → INF γ13 -.426 4.172*** .182  γ23 .138 1.025(n.s.) .019 
Hypothesis 4: 
MESa → IRR γ14 -.329 2.508*** .108  γ24 .076 .685(n.s.) .006 
CONVAL 
Second-
order 
(organism) 
ENT → VAL γ15 .507 4.517*** 
1.0b 
 γ25 .400 2.672*** 
1.0b 
EMP → VAL γ16 .509 2.985***  γ26 .356 2.050*** 
INF → VAL γ17 .397 2.277***  γ27 .135 .925(n.s.) 
IRR → VAL γ18 -.027 .214(n.s.)  γ28 -.354 2.185*** 
Organism VAL → ATT γ31 .833 28.576*** .693  γ31 .833 28.576*** .693 
Organism → 
Response 
ATT → PUR γ32 .282 3.880*** .080  γ32 .282 3.880*** .080 
ATT → INT γ33 .548 11.918*** .300  γ33 .548 11.918*** .300 
Notes: MES: Message strategy, a dummy coded, “1” if external and “0” if internal message. b Using repeated 
indicator approach, R² equals 1 (e.g., Hair et al. 2017). ENT: Entertainment | EMP: Empathy | INF: Information | 
IRR: Irritation | VAL: consumer-perceived content value ATT: Attitude toward the content | PUR: Purchase 
intention | INT: Content post interaction intention. 
Estimates represent standardized path coefficients. Bias-corrected and accelerated (BCa) bootstrap with 1000 
subsamples was applied (Ringle, Wende, and Becker 2015). 
* p < .1; ** p < .05; *** p < .001; n.s.: not significant.  
 
 (a) Utilitarian product type  
 H1a suggested that an external message decreases ENT for utilitarian products. Results 
could not support this hypothesis. The path coefficient from MES on ENT was the strongest 
among the other dimensions and highly significant (γ11 = .625, t = 6.106, p < .001). With a 
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coefficient of determination of 39.1%, MES provided a quite solid explanation of the construct’s 
variance. Moreover, ENT was a strong and significant causal indicator on VAL (γ15 = .507, t = 
4.517, p < .001). That means the increased entertainment perception due to an external message 
translates significantly into a higher, overall content value perception.  
 H2a postulated that an external message decreases EMP for content posts in which a 
utilitarian product is advertised. The path coefficient was negative, however, very low and not 
significant (γ12 = -.010, t = .085, p > .1). Therefore, the hypothesis could not be supported. In 
addition, R² for EMP was almost zero. I further evidenced the trade-off that, even though MES 
had no significant impact on EMP, the dimension was the most important causal indicator in 
overall content value perception for the utilitarian product (γ16 = .509, t = 2.985, p < .001).  
 With H3a I proposed that for utilitarian products, INF decreases with an external 
message stimulus. Results could support this assumption (γ13 = -.426, t = 4.172, p < .001). R² 
amounted to 18.2%, meaning MES could explain 18.2% of INF’s variance. Moreover, INF was 
a positive and significant causal indicator of VAL (γ17 = .397, t = 2.277, p < .05), which 
demonstrated that a higher perceived information level significantly converted into a higher, 
overall content value perception. 
 H4a suggested that for a utilitarian product, an external message would decrease IRR. 
Results could confirm this hypothesis. The path coefficient from MES on IRR was negative and 
highly significant (γ14 = -.329, t = 2.508, p < .001). MES explains 10.8% of the construct’s 
variance. However, IRR was found to be a non-significant causal indicator on VAL (γ18 = -.027, 
t = .214, p > .1), indicating that the reduction of irritation due to the external message did not 
significantly convert into higher content value perceptions. 
 Taken together, for the utilitarian product, I evidenced that the external message 
significantly increased ENT (γ11 = .625) but decreased INF (γ13 = -.426) and both indicators 
significantly translated into VAL (γ15 = .507; γ17 = .397). Since the effect from the external 
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message on ENT and also the contribution of ENT to VAL is higher compared to the effects of 
INF, the external message in sum was beneficial in terms of overall perceived content value.12 
 (b) Hedonic product type 
 H1b proposed that an external message increases ENT for a hedonic product, which can 
be confirmed (γ21 = .417, t = 2.672, p < .001). MES significantly explained 17.3% of ENT’s 
variance. Likewise to the utilitarian product type, the external message significantly translated 
into an increased overall content value perception since the impact from ENT on VAL was also 
strong and significant (γ25 = .400, t = 4.322, p < .001). 
 With H2b I postulated that an external message would increase EMP when a hedonic 
product is promoted. Results could support this hypothesis (γ22 = .260, t = 2.233, p < .05). 
Further, 6.80% of the construct’s variance could be explained by MES. EMP also was found to 
be a strong and significant causal indicator on VAL (γ26 = .356, t = 2.050, p < .05).  
 H3b suggested that an external message increases INF for content posts in which 
hedonic products are advertised. I evidenced a positive path coefficient from MES on VAL, 
however, the effect was not significant (γ23 = .138, t = 1.025, p > .1). For this reason, H3b had 
to be rejected. Also, R² showed with 1.90% quite a low value. Moreover, INF was not a 
significant causal indicator on VAL (γ27 = .135, t = .925, p > .1). Therefore, I could not show 
that MES has a significant impact on INF, however, at the same time INF was not a significant 
contributor to the content post’s overall value perception.  
 With H4b I postulated that an external message would lead to a decrease in IRR for 
hedonic products. Results could not confirm this assumption. The path coefficient from MES 
on IRR was positive but very low and not significant (γ24 = .076, t = .685, p > .1). In addition, 
R² only amounted to 0.60%. The impact from IRR on VAL, however, was negative and 
 
12 An “overall value score” can be calculated with the significant indicators of the utilitarian product:  
(0.625*0.507) + (-0.426*0.397) = 0.148. 
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significant (γ28 = -.354, t = 2.185, p < .05), indicating that a reduction of irritation was important 
for consumers in order perceive the content post as overall valuable.  
 In sum, for the hedonic product, I demonstrated that an external message significantly 
increased ENT (γ21 = .417) and EMP (γ22 = .260), which significantly converted into a higher, 
overall content value perception (γ25 = .400; γ26 = .356).13 
 As a second step, I applied the permutation test for group differences (Chin and Jens 
2010; Sarstedt, Henseler, and Ringle 2011) to assess whether the product type can be considered 
as a significant moderator in the relationships between the message strategy and the consumer-
perceived content value dimensions. First, based on a two-tailed test, results indicated that 
group differences between utilitarian and hedonic product types were not significant for ENT 
(γ11 - γ21 = .208; p = .175), meaning that the increase in entertainment perceptions due to an 
external message did not depend on the product type. Since I hypothesized equal impacts from 
MES on ENT for utilitarian and hedonic products, the result appeared reasonable. Second, also 
the difference in path coefficients between the product types for EMP were not significant       
(γ12 - γ22 = -.270; p = .117). For this reason, I could not confirm that the differences I found 
between utilitarian and hedonic products for the EMP dimensions rely on the product type. 
Third, differences for the INF dimension were significant (γ13 - γ23 = -.564, p = .001). The path 
coefficient estimate for the utilitarian product type was significantly lower than the estimate for 
the hedonic product type, indicating that an external message was perceived significantly less 
informative for utilitarian products in comparison to an internal message. Fourth, the 
permutation test for group differences for the IRR dimension indicated that the product type 
significantly moderated irritation perception (γ14 - γ24 = -.405, p = .020), meaning that an 
external message was only capable to reduce irritation perceptions when a utilitarian product is 
promoted.  
 
13 An “overall value score” can be calculated with the significant indicators of the hedonic product:  
(0.417*0.400) + (0.260*0.356) = 0.259. 
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    Organism → Response 
 I further examined how VAL converted into consumers’ attitude toward the content 
(ATT) and the external response variables purchase intention (PUR) and content post 
interaction intention (INT). Parameters were held equal in this second part of the SOR model. 
VAL could be confirmed to be a strong and highly significant predictor of ATT (γ31 = .833, t = 
28.576, p < .001). R² for ATT amounted to 69.3%. Further, ATT had a positive and significant 
impact on PUR (γ32 = .282, t = 3.880, p < .05), however, R² only amounted to 8.0%. Moreover, 
ATT was found to be a strong predictor of INT (γ33 = .548, t = 11.918, p < .001) with 30.0% of 
the construct’s variance being explained. 
5 Summary and Discussion 
 This article aimed to find empirical evidence for the conventional assumption that DCM 
could create higher perceived content value than DA. Since creating valuable content for 
consumers is a current issue a firm is challenged with, as well as a theoretical relevant problem 
that is not satisfactorily addressed in the current literature, I focused on two major research 
questions, namely, which impact an external message as a key characteristic of DCM has on 
consumer-perceived content value in comparison to an internal message associated with DA 
and whether an external message is equally appropriate across hedonic and utilitarian products. 
To answer these questions, I set up a conceptual framework similar to a stimulus-organism-
response (SOR) model that treated the message strategy (external vs. internal) as the stimulus 
and the CONVAL model developed by Sander (2019) as an internal response in order to 
measure consumer-perceived content value (VAL). The product type (hedonic vs. utilitarian) 
was implemented at this stage of the model. Moreover, the framework included the attitude 
toward the content (ATT) as a second internal response variable and consumer engagement (i.e., 
purchase intention (PUR) and content post interaction intention (INT)) as external responses.  
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 To empirically test the framework, I generated data through a field experiment on 
Facebook in cooperation with a local pet store. 4 content posts following a 2 (message strategy: 
internal vs. external) x 2 (product type: utilitarian vs. hedonic) between-subjects design were 
created and subsequently posted on the pet store’s fan page. Resulting data were analyzed using 
a partial least squares based multi-group structural equation model (PLS-MGA). The group-
specific results are summed up and discussed in the following. 
 First, the external message clearly increased entertainment perceptions (ENT), 
regardless of the product type. Group differences were not significant, suggesting that the 
increase in ENT due to the external message did not depend on the product type. Further, the 
external message strongly contributed to the global content value perception by increasing 
ENT—for the utilitarian as well as for the hedonic product. The finding that—other as 
hypothesized—an external message also increased entertainment perception for a utilitarian 
product, even though its consumers use cognitive processing, may be explained by the so-called 
“mismatch” principle, i.e., emphasizing hedonic benefits for utilitarian products (Lavine and 
Snyder 1996). Klein and Melnyk (2016) found that using hedonic arguments disrupt cognitive 
processing for utilitarian products and activate affective processing. For this reason, an external 
message might also trigger content entertainment perceptions for a utilitarian product.  
 Second, for the utilitarian product, I could not show a significant effect of the message 
strategy on empathy perceptions (EMP). I hypothesized that an external message would 
decrease EMP due to an assumed higher perceived internal consistency (Sirgy 1982) when 
product attributes are presented (i.e., internal message) since they match the instrumental 
consumption goal to a higher degree. This could not be confirmed. At the same time, EMP 
posed the most important causal indicator for the utilitarian product on overall value perception. 
This trade-off leads to the conclusion that other factors but the message strategy influence EMP 
in content posts for utilitarian products. It is conceivable that the execution (i.e., how a message 
is conveyed) has to be involved as well. Researchers have demonstrated that for instance, 
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personalized online advertising can increase perceived usefulness of the content (Bleier and 
Eisenbeiss 2015a) and are considered as more relevant (Jensen et al. 2012). Therefore, it might 
be concluded that an internal message works better in combination with a personalized 
approach. For hedonic products, however, an external message significantly increased EMP 
and the dimension was also an important indicator in overall content value perception. Though, 
since EMP group differences were not significant, I could statistically not confirm that the 
group-specific results relied on the product type. 
 Third, the external message decreased information perceptions (INF) for utilitarian 
products. Since INF was an important indicator in overall value perception, the internal message 
converted into a higher overall value perception of the content. Looking at the hedonic product 
type, the message strategy did not show a significant effect on INF and, therefore, the assumed 
increase in INF due to an external message could not be confirmed. The most obvious reason 
for this may be that the external facts were simply not perceived as informative for some 
consumers. Again, not only the direction of the message strategy (external and internal) but also 
the execution seemed to be of importance. It might be concluded that under other conditions, 
e.g., a higher personal relevance of the external message (e.g., another topic), INF may be 
positively influenced. Since group differences were significant, I could confirm that INF 
significantly differed between the utilitarian and hedonic products and it is crucial to consider 
the type of product in content creation. 
 Fourth, I evidenced a surprising result for the irritation perceptions (IRR) dimension. 
For the utilitarian product, the external message significantly decreased irritation perception. 
However, in global value perception, IRR was not a significant causal indicator. This trade-off 
may lead to the following conclusion. Utilitarian product consumers usually follow 
instrumental consumption goals and are assumed to prefer product attribute information in 
content posts (H3a could be supported). However, in the context of social media, consumers 
also perceive it less irritating if a content post contains an external message and no product 
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information (H4a could be supported). That an irritating content post did not have a significant 
impact on the overall value perception could mean that information-seeking utilitarian product 
consumers are basically not bothered by a commercial content post including product 
information, nevertheless, confronting them with an external message content post decreases 
irritation. Again, the “mismatch” principle (Lavine and Snyder 1996) might explain this 
phenomenon. Since using hedonic arguments disrupt cognitive processing for utilitarian 
products and activate affective processing (Klein and Melnyk 2016), an external message might 
be perceived as less irritating, even though the consumer seeks for information and IRR is not 
a significant contributor in overall value perception. On the other side, for the hedonic product, 
the external message did not have a significant effect on IRR. The result is surprising because 
an external message is assumed to reduce the commercial “hard-sell” character and to decrease 
irritation (Aaker and Bruzzone 1985). The effect was hypothesized for both utilitarian and 
hedonic products. However, the results indicated a very small positive but not significant effect 
from an external message on IRR, while the dimension represented an important causal 
indicator on the global value perception for the hedonic product. An explanation may be that 
consumers were confused since the brand name was less salient in the external message and 
they could not associate the content positively with the brand (Baker, Honea, and Russell 2004; 
Burke and Srull 1988). Even though the external message per se might be less irritating in terms 
of being perceived as “too commercial”, confusion might occur due to the missing brand since 
the brand is of great importance in developing hedonic feelings (Hagtvedt and Patrick 2009). 
The effects may be contradictory to each other, leading to the evidenced non-significant effect. 
Since reducing IRR was found to be important in overall value perception, it is essential to 
consider IRR as a value dimension. Moreover, group differences between the product types 
were significant, indicating that the external message could only decrease IRR for utilitarian 
products. 
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 Taken together, for the hedonic product, I demonstrated that DCM represented by an 
external message significantly increased entertainment and empathy perceptions, which 
significantly translated into a higher, overall content value perception. However, group 
differences between hedonic and utilitarian products for these two dimensions were not 
significant, meaning I could not confirm that the observed differences occur due to the different 
product types. For the utilitarian product, I evidenced that an external message significantly 
increased entertainment perception but decreased information perception. Since entertainment 
and information both were important indicators in global content value perception, the success 
in terms of the global consumer-perceived content value of DCM for utilitarian products was 
lower than for hedonic products. Still, the positive effect of increased entertainment perception 
overcompensated the negative effect of information perception in overall content value 
perception, so that DCM, nonetheless, was beneficial.14 Unlike the entertainment dimension, 
perceived information significantly differed between the product types. 
 Concerning the second part of the SOR model that captured the conversion into 
consumer engagement, results suggested that an external message mainly translated into a 
higher content post interaction intention and less into purchase intention. 
6 Managerial Implications 
 As with every novel research, I found aspects to leave up for further research but also 
some strong and significant effects from which I derive first helpful recommendations for 
marketers.   
 For utilitarian products, I suggest marketers to include a minimum of product attribute 
information in the content, although an external message was found to be beneficial in terms of 
overall perceive content value. Results showed that global content value perception was 
 
14 “Overall value score” for the utilitarian product amounted to .148 = (0.625*0.507) + (-0.426*0.397) and for the 
hedonic product .259 = (0.417*0.400) + (0.260*0.356). 
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significantly weakened due to the less informative perceived external message, even though, 
increased entertainment perceptions overcompensated this negative effect. Concluding, it can 
be assumed that including a minimum of product attribute information in combination with an 
external message would lead to higher overall perceived content value perception.  
 For hedonic products, the use of an external message can be recommended without stint. 
An external message increased entertainment and empathy perception. Since addressing these 
dimensions can significantly improve overall content value, this type of message appeared to 
be beneficial especially for hedonic products. However, marketers may think about including 
at least the brand name a bit more prominent since hedonic feelings are often evoked by the 
brand (Hagtvedt and Patrick 2009). Therewith, irritation perception might be reduced and 
content value perception even more increase.  
 Further, the attitude toward the content was triggered by a positive value perception that, 
in turn, increased content post interaction intention to a higher degree than purchase intention. 
I evidenced that the variance of the content post interaction intention was explained by 30.0% 
from the attitude, while the purchase intention could only be explained by 8.0%. Concluding, 
the positive effect on consumer-perceived content value due to an external message could be 
primary converted into content post interaction intention. This finding leads to the 
recommendation for marketers to use an external message predominantly to engage with 
consumers on social media and less for (short term) sales. This recommendation is in line with 
opinions in the current marketing literature (e.g., Hollebeek and Macky 2019). Even though the 
purchase intention is affected by a positive attitude as well, the low coefficient of determination 
indicated that there are a lot of other factors outside my model to consider.  
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7 Limitations and Further Research 
 Similar to every empirical work, this article has a number of limitations. Specifically, 
due to the fact that the domain is fairly new in marketing research, it offers a road for further 
investigations.  
 First, the field experiment generated a relatively small sample size of N = 127. Although 
the partial least square algorithm achieves high levels of statistical power with small sample 
sizes, larger samples, of course, would enhance the precision of the estimates and significance 
tests (Hair et al. 2017; Ringle, Wende, and Becker 2015). Therefore, it would be reasonable to 
replicate the field experiment on a larger scale. In this context, it might be conceivable to apply 
covariance-based software in order to examine common goodness-of-fit criteria of the structural 
models.  
 Second, this research can be regarded as a starting point for further experimental designs 
in the context of DCM. I used factual content (Zhu and Dukes 2015) to represent the external 
type of message since it was more objective and comparable to an internal message including 
product attribute and price information. Since external messages offer a wide spectrum of 
possible topics, it might be conceivable to test different types of stories or facts and either 
compare them to each other or to internal messages. In this research, I used attribute and price 
information as rational, internal appeals, however, future studies may also use scarcity, 
uniqueness (e.g., Lynn and Harris 1997; Snyder 1992) or comparative appeals (e.g., Grewal et 
al. 1997) to represent the internal type of message. Moreover, a further possible experimental 
design may also consider the congruity of the external message to the brand or product. I 
verified equal perceived congruity across all stimuli in the pre-test, though, further research 
may also examine a congruent vs. an incongruent external message (e.g., Alden, Mukherjee, 
and Hoyer 2013). Moreover, researchers may think of various experimental designs regarding 
the execution in DCM. For example, it might be interesting to test an external message in 
combination with personalized approaches (e.g., Bleier and Eisenbeiss 2015a), creativity 
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approaches (e.g., Smith, Chen, and Yang 2008), or examine the variation of media types, e.g., 
pictures, text, or videos (e.g., Pieters, Wedel, and Batra 2010; Pracejus, O’Guinn, and Olsen 
2013). 
 Third, I did not include branding effects in this research. For instance, Chandy et al. 
(2001) found that rational facts work better for young brands compared to well-known brands 
since consumers show a higher motivation to process information about a product they do not 
know well. In the field experiment of this article, mainly fans and followers of the pet store that 
are assumed to know the brands well were involved in the survey. For future research, it would 
be interesting to examine, whether, similar to the findings of Chandy et al. (2001), internal 
messages are considered as more valuable for new brands and if external messages work better 
for established brands.  
 Fourth, I found that DCM is particularly beneficial for a hedonic product in terms of 
perceived content value. However, it is critical to further examine the share of this strategy in 
the overall communication strategy of a firm. Researchers might want to investigate not only 
single content posts but also whole fan pages with a different mix of message strategies.  
 Fifth, it would be interesting to include customer-centric metrics in the model as 
moderators. For example, researchers could implement customer characteristics (e.g., length of 
relationship with the brand, tech-savviness, and social media proneness (Kumar et al. 2016)) or 
the browsing mode of the users (e.g., information state, consideration state, and post-purchase 
state (Bleier and Eisenbeiss 2015b)). 
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Appendix Essay II 
Appendix A: Sample Characteristics (Product Selection) 
Criterion Characteristics   
Age (years) 18-29 72.0%  
30-39 24.0%  
40-49 4.0% 
Gender Female 52.1% 
  Male 47.9% 
Occupation Students (undergraduate/graduate) 58.0%  
Worker (blue/white collar) 36.0%  
Self-employed 4.0% 
  Unemployed 2.0% 
Dog liking (Former) dog owner 42.0%  
Dog lover 52.0%  
Don’t like dogs 6.0% 
Notes: N = 50. Online survey was distributed on the platforms www.surveycircle.com, www.poll-pool.com, and 
www.empirio.de 
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Appendix B: Stimuli15 
Stimulus 1 | Post I (utilitarian / external)           Stimulus 2 | Post III (utilitarian / internal) 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Stimulus 3 | Post IV (hedonic / external)           Stimulus 4 | Post II (hedonic / internal) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
15 The content posts were translated into English. The pet shop’s name and brands are protected for confidentiality 
reasons. 
Did you know that a dog as a direct descendent of wolves 
genetically differs only 0.2% from its ancestors? The wolf as 
a hunter feeds almost exclusively on meat and only eats 
unavoidably vegetable food. The natural dentition is geared 
to dissect and not to grind for instance cereals. Available in 
our shop: Species-appropriate dog food from [brand]! 
 
***How do you like our content? Support our short survey 
in cooperation with the University of Bremen and win a 50€ 
voucher for our shop! Click on the link: [survey link]*** 
 
[brand] offers high-quality dry food for your four-legged 
friend! This organic food is made up exclusively of pure 
muscle meat, offal, calcium bones, vegetables, fruits, and 
oils. It works without preservatives and without artificial 
vitamin and mineral supplements. Available in our shop, 
e.g., in the flavours beef, chicken or lamb from 14.90€/1kg. 
 
***How do you like our content? Support our short survey 
in cooperation with the University of Bremen and win a 50€ 
voucher for our shop! Click on the link: [survey link]*** 
 
Did you know that taking your dog for a walk is just as 
healthy for yourself? Studies have shown that strolling 
through the fresh air produces additional serotonin. This is 
a hormone and also known as the “happiness hormone”, 
which brings good mood! So, equip your darling with the 
beautiful collars from [brand] and go out for a walk in the 
nature! 
 
***How do you like our content? Support our short survey 
in cooperation with the University of Bremen and win a 50€ 
voucher for our shop! Click on the link: [survey link]*** 
 
[brand] dog collars from the summer collection have an 
outstanding quality! They are hand-knotted and equipped 
with a weather-resistant biothane element with a roller 
buckle, which nestles comfortably on the dog´s neck. All 
rings are made of high-quality stainless steel. Available in 
sizes XS to XL from 36.90€ in different colours!  
 
 
***How do you like our content? Support our short survey 
in cooperation with the University of Bremen and win a 50€ 
voucher for our shop! Click on the link: [survey link]*** 
 
Essay II 
167 
 
Appendix C: Sample Characteristics (Pre-Test)  
Criterion Characteristics   
Age (years) < 18      .8% 
 18-29 69.7% 
 30-39 26.5% 
 40-49 2.3% 
 N.A. .8% 
Gender Female 61.4% 
  Male 37.1% 
 N.A. 1.5% 
Occupation Students (undergraduate/graduate) 60.6% 
 Worker (blue/white collar) 35.6% 
 Self-employed 2.3% 
  Other 1.5% 
Dog liking (Former) dog owner 43.2% 
 Dog lover 56.8% 
Facebook user Regularly 77.3% 
 From time to time 22.7% 
Notes: N = 132. Online survey was distributed on the platforms www.surveycircle.com, www.poll-pool.com, and 
www.empirio.de. 
 
Appendix D: Sample Characteristics (Field Study) 
Criterion Characteristics   
Age (years) 18-24     8.7% 
 25-34 46.5%  
35-44 31.5%  
45-54 10.2% 
 55-64 3.1% 
Gender Female 70.9% 
  Male 29.1% 
Occupation Students (undergraduate/graduate) 11.8%  
Worker (blue/white collar) 65.4%  
Self-employed 18.1% 
 Pensioners 1.6% 
  N.A. 3.1% 
Follower of brand 
fan page 
Yes 84.3% 
No 15.7% 
First time 
participation in 
survey 
Yes 97.6% 
No 2.4% 
  Notes: N = 127. 
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Appendix E: Measurement Model Evaluation   
Notes: AVE: Average variance extracted; CR: Composite reliability; SL: Standardized factor (outer) loadings of 
reflective indicators | α: Cronbach’s alpha. 
a After the check for common method bias, the item interesting had to be deleted (see section 4.8). Cronbach’s 
alpha without this item was .94. 
* p < .1; ** p < .05; *** p < .001. 
 
 
Construct/item Utilitarian product type  Hedonic product type 
 SL t-value CR AVE  SL t-value CR AVE 
Entertainment 
(α = .94)   
.964 .819 
   
.938 .715 
creative .893 34.504*** 
  
 .924 45.075*** 
  
enjoyable .881 29.404*** 
  
 .811 23.899*** 
  
entertaining .897 23.724*** 
  
 .876 34.393*** 
  
exciting .932 52.414*** 
  
 .818 14.874*** 
  
extraordinary .880 24.655*** 
  
 .810 15.517*** 
  
innovative .944 51.516*** 
  
 .830 15.686*** 
  
Empathy 
(α = .96)   
.972 .896 
   
.971 .892 
identify .928 33.367*** 
  
 .955 66.694*** 
  
personal .963 81.693*** 
  
 .958 54.728*** 
  
relate .946 55.771*** 
  
 .956 63.115*** 
  
relevant .949 58.833*** 
  
 .907 28.630*** 
  
Information 
(α = .91)   
.938 .792 
   
.939 .793 
accurate .872 22.785*** 
  
 .901 30.231*** 
  
complete .890 31.998*** 
  
 .894 23.550*** 
  
informative .885 23.739*** 
  
 .857 16.477*** 
  
meaningful .912 37.511*** 
  
 .910 29.947*** 
  
Irritation 
(α = .96)   
.975 .929 
   
.973 .922 
annoying .975 158.724***  
 
 .976 2.561*** 
  
intrusive .972 112.892*** 
  
 .941 2.666*** 
  
irritating .944 29.971*** 
  
 .964 2.567***  
  
Attitudea 
(α = .96)a   
.939 .795 
   
.968 .882 
favorable .927 41.164*** 
  
 .969 72.064*** 
  
good .859 15.311*** 
  
 .926 38.075*** 
  
interestinga .863 17.761*** 
  
 .907 30.118*** 
  
likable .914 34.934*** 
  
 .953 67.523*** 
  
Purchase intention 
(α = .96)   
.974 .927 
   
.978 .936 
probability .948 21.974*** 
  
 .967 7.239*** 
  
imagine .976 62.477*** 
  
 .965 8.600*** 
  
future .946 50.771*** 
  
 .971 8.059*** 
  
Interaction intention 
(α = .81)   
.904 .761 
   
.826 .617 
comment .724 4.826***    .719 5.274***   
like .943 49.488***    .917 24.815***   
share .933 20.266***    .701 3.972***   
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Appendix F: Repeated Indicator Evaluation 
Indicators on VAL Utilitarian product type                      Hedonic product type 
 SW t-value  SW t-value 
accurate  0.620 7.200***  0.809 10.548*** 
annoying  -0.327 1.781***  -0.664 4.199*** 
complete  0.412 3.336***  0.727 7.331*** 
creative  0.562 6.603***  0.732 10.351*** 
enjoyable  0.529 5.585***  0.846 16.044*** 
entertaining  0.442 4.538*** 0.650 7.443*** 
exciting  0.600 6.758***  0.556 3.632*** 
extraordinary  0.334 2.533***  0.443 3.280*** 
identify  0.758 9.197***  0.794 10.926*** 
informative  0.541 4.279***  0.695 9.258*** 
innovative  0.490 4.579***  0.505 3.636*** 
intrusive  -0.324 1.835***  -0.612 3.161*** 
irritating  -0.317 1.737***  -0.650 3.936*** 
meaningful  0.614 5.532***  0.659 6.616*** 
personal  0.852 16.592***  0.870 12.216*** 
relate  0.803 11.349***  0.862 16.505*** 
relevant 0.779 12.165***  0.750 7.721*** 
Notes: VAL: Consumer-perceived content value | SW: Standardized factor (outer) weights of formative 
indicators (“mode B”) on VAL. Unlike to reflective standardized factor loadings, there is no threshold for a 
minimum value of standardized factor weights. Significant values should be remain in the model (e.g., Petter, 
Straub, and Rai 2007). 
* p < .1; ** p < .05; *** p < .001. 
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Appendix G: Square Root of AVE and Correlations 
 
 
Utilitarian product type 
 ATT EMP ENT INF INT IRR PUR 
ATT .891             
EMP .688 .947      
ENT .452 .181 .905     
INF .502 .587 -.142 .890    
INT .507 .247 .766 -.087 .873   
IRR -.273 -.228 -.194 -.135 -.118 .964  
PUR .362 .522 -.192 .381 .006 .119 .963 
                
 Hedonic product type 
 ATT EMP ENT INF INT IRR PUR 
ATT .939             
EMP .730 .944      
ENT .638 .668 .846     
INF .684 .684 .578 .891    
INT .602 .603 .562 .411 .785   
IRR -.562 -.463 -.145 -.533 -.243 .960  
PUR .197 .085 -.156 -.069 .147 -.277 .967 
Notes: Bold numbers indicate the square root of average variance extracted (AVE). Numbers below the bold 
numbers denote the correlations.  
ATT: Attitude toward the content | EMP: Empathy | ENT: Entertainment | INF: Information | INT: Content post 
interaction intention | IRR: Irritation | PUR: Purchase intention. 
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Appendix H: Compositional Invariance Assessment 
  
Outer loadings-diff  
(|UTI - HED|) 
t-value 
(UTI vs HED) 
p-value  
(UTI vs HED) 
accurate ← INF .029 .602 .548 
annoying ← IRR .002 .008 .994 
complete ← INF .005 .121 .904 
creative ← ENT .028 .863 .390 
enjoyable ← ENT .073 1.469 .144 
entertaining ← ENT .018 .367 .714 
exciting ← ENT .115 1.737 .085 
extraordinary ← ENT .066 .974 .332 
identify ← EMP .028 .843 .401 
informative ← INF .029 .422 .674 
innovative ← ENT .113 1.715 .089 
intrusive ← IRR .032 .137 .892 
irritating ← IRR .019 .068 .946 
meaningful ← INF .002 .050 .960 
personal ← EMP .004 .203 .840 
relate ← EMP .009 .431 .667 
relevant ← EMP .043 1.200 .232 
Notes: EMP: Empathy | ENT: Entertainment | INF: Information | IRR: Irritation | UTI: Utilitarian product type | 
HED: Hedonic product type.  
Parametric test for statistical invariance using partial least squares (Ringle, Wende, and Becker 2015). 
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Appendix I: Structural Models 
(a) Structural model for utilitarian product type 
 
  
(b) Structural model for hedonic product type 
  
 
 
Notes: MES: Message strategy, a dummy coded, “1” if external and “0” if internal message. 
ENT: Entertainment | EMP: Empathy | INF: Information | IRR: Irritation | VAL: consumer-perceived content 
value | ATT: Attitude toward the content | PUR: Purchase intention | INT: Content post interaction intention. 
Values represent standardized path coefficients with t-values in brackets. Bias-corrected and accelerated (BCa) 
bootstrap with 1000 subsamples was applied (Ringle, Wende, and Becker 2015). 
* p < .1; ** p < .05; *** p < .001; n.s.: not significant. 
 
.282 (3.880)**
.548 (11.918)***
.833
(28.576)
***
PUR
INT
ENT
EMP
INF
IRR
MESa VAL ATT
H1a: .625 (6.106)***
H2a: -.010 (.085) (n.s.)
H3a: -.426 (4.172)***
H4a: -.329 (2.508)**
.507 (4.517)***
.509 (2.985)***
.397 (2.277)**
-.027 (.214) (n.s.)
PUR
INT
ENT
EMP
INF
IRR
MESa VAL ATT
.400 (2.672)***
.356 (2.050)**
.135 (.925) (n.s.)
-.354 (2.185)**
H1b: .417 (4.322)***
H2b: .260 (2.233)**
H3b: .138 (1.025) (n.s)
H4b: .076 (.685) (n.s)
.282 (3.880)**
.548 (11.918)***
.833
(28.576)
***
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Appendix J: Summary of Group-Specific Results 
Paths Direction of impact Sig. group difference 
 Utilitarian   Hedonic   
MESa → ENT + (H1a not supported)  + (H1b supported)  n.s. 
ENT → VAL +   +   
MESa → EMP n.s. (H2a not supported)   + (H2b supported)  n.s. 
EMP → VAL +   +   
MESa → INF - (H3a supported)   n.s. (H3b not supported)  sig. 
INF → VAL +   n.s.    
MESa → IRR - (H4a supported)   n.s. (H4b not supported)  sig. 
IRR → VAL n.s.   -   
Notes: MES: Message strategy, a dummy coded, “1” if external and “0” if internal message. 
ENT: Entertainment | EMP: Empathy | INF: Information | IRR: Irritation | VAL: consumer-perceived content 
value. 
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Abstract 
 This review article offers a synoptic framework on the impact of digital content 
dimensions on firm-related consequences that have been examined in the leading marketing 
journals during the past two decades. The framework is derived from 69 identified articles and 
consists of six distinct content dimensions and three firm-related consequences. The author 
conducts a macro-level analysis that discloses the different research foci across paid, owned, 
and earned media. Further, a micro-level analysis shows detailed study results. The author 
concludes the article by providing managerial implications as well as revealing current research 
gaps and promising roads for future research. Marketers receive insights into critical factors of 
content creation and assessment, while scholars can use the results to get an overview of the 
current state of research in the renowned marketing journals.  
 
 
 
 
 
 
Keywords: digital content – content dimensions – touchpoints – paid media – owned media – 
earned media – literature review – digital marketing communication 
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1 Introduction 
 “Content is king” is a phrase that is excessively used in marketing practice and research 
during the past two decades. Triggered by the rise of digital technologies, the commercial use 
of the internet has begun nearly a quarter century ago and consumers nowadays increasingly 
make purchase decisions online (Kannan and Li 2017). In fact, global online sales are rising 
from 2,304 billion USD in 2017 to predicted 4,878 billion USD in 2021 (Statista 2019a). 
According to this development, consumers face a growing variety of digital touchpoints (i.e., 
digital communication instruments) from paid, owned, and earned media on their path to 
purchase, e.g., display banners, websites, or online reviews. This increases the importance for 
firms to consider the content incorporated in such touchpoints (Lemon and Verhoef 2016; 
Lovett and Staelin 2016).  
 Research in content is not by any means a new phenomenon. In the marketing literature, 
traditional advertising content (e.g., of TV commercials) has been identified as one of the most 
important drivers of advertising effectiveness (e.g., Tellis 2004). However, research has 
demonstrated that advertising elasticities decreased dramatically with the rise of digital 
marketing, namely from .41 in 1984 (Assmus, Farley, and Lehmann 1984) to .24 in 2011 
(Sethuraman, Tellis, and Briesch 2011). The dramatic decline can be explained by the increased 
number of touchpoints that came along with digitalization (Kannan and Li 2017; Lemon and 
Verhoef 2016). Since consumers quickly switch between online channels and expect a 
seamlessly integrated customer experience, marketers have to align content across touchpoints 
in order to achieve their marketing goals (Lemon and Verhoef 2016). In addition, they have to 
evaluate content that is created by users and assess the consequences (Berger 2014).  
 Accordingly, a substantial body of research published in leading marketing journals has 
developed over the last two decades, addressing various executional cues of content and its 
consequences across the three media types. Predominantly, studies investigated the effects of 
digital content on firm and touchpoint performance as well as on consumer mind-set metrics 
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(Srinivasan, Vanhuele, and Pauwels 2010). Due to a large amount of distinct content (e.g., 
videos, texts, personalization approaches, etc.), available study results are quite diverse. For 
this reason, the present review article takes it as a goal to 1) detail out examined executional 
cues of digital content from the leading marketing literature, structure them into aggregated 
content dimensions, and transfer them into a synoptic framework and 2) summarize detailed 
study results to derive managerial implications and to reveal research gaps. 
 The article is organized as follows. First, I define the domain of the present review 
article in greater detail. Second, I describe the applied methodology for the identification of 
relevant articles. Third, I present the systemization of the articles and derive a framework for 
further analyses. Fourth, I provide a macro-level, descriptive analysis of the identified articles, 
applying the logic of the framework. Fifth, I present the results of the studies in a micro-level 
analysis. Lastly, I conclude the article by deriving managerial implications, directions for future 
research, and declaring limitations.  
2 Domain of the Literature Review 
    Scope description   
 This article represents a domain-based literature review, meaning reviewing and 
synthesizing a body of literature in the same substantive domain, whereby results are put in 
focus and methodological approaches are neglected (Palmatier, Houston, and Hulland 2018).  
 I identified executional cues of digital content that has been empirically examined in the 
context of paid, owned, and earned media and aggregated it into content dimensions. Similar to 
traditional advertising content, I define digital content as consisting of a message strategy and 
an execution. While the message strategy focuses on what is communicated, the execution 
focuses on how the message is communicated—visually, verbally, or conceptually (Belch and 
Belch 2015; Fill 2005; Percy, Rossiter, and Elliott 2001). Concluding, content dimensions 
represent an allocation of similar message executions (i.e., executional cues). In this context, 
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digital touchpoints (across paid, owned, and earned media) act as transmitters of content (Fill 
2005).  
 I focused on articles that empirically examined content as an antecedent of firm-related 
variables (i.e., consequences). On the contrary, studies focusing on antecedents of content itself, 
e.g., consumer motivations for creating or sharing content are explicitly excluded from this 
article (e.g., Alexandrov, Lilly, and Babakus 2013; Pagani, Hofacker, and Goldsmith 2010). 
Further, a large body of research targets the volume of electronic word-of-mouth (eWoM) (e.g., 
Duan, Gu, and Whinston 2008). Such studies are also not considered since volume cannot be 
classified as content.  
 Besides digital content in paid, owned, and earned media, the marketing literature treats 
articles from online newspaper like The New York Times (e.g., Halbheer et al. 2013; Kannan, 
Pope, and Jain 2009; Pattabhiramaiah, Sriram, and Manchanda 2019) and digital products like 
music or movies (e.g., Liu et al. 2018; Rowley 2008) as digital content. These types of digital 
content do not refer to marketing communications and, therefore, are not addressed in this 
review. Likewise, digital content that refers to offline channels, e.g. in-store digital banners 
(Roggeveen, Nordfält, and Grewal 2016) are excluded.  
    Paid, owned, and earned media 
 Marketers predominantly refer to three types of media on which firms can communicate 
about their brands by means of digital content—namely, paid, owned and, earned media (Lovett 
and Staelin 2016). These are the media types where touchpoints come from (Lemon and 
Verhoef 2016) and which constitute the basis for this literature review.  
 Paid media is often described as typical advertising and denotes media activities that a 
firm (or its agents) generates. In this context, digital firm-generated content (FGC) can occur 
on touchpoints like, e.g., display advertising, search advertising, social media advertising, or 
electronic direct mail (Stephen and Galak 2012).  
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 Owned media indicates media activities related to a firm that is generated by the firm 
(or its agents) in channels it controls. More precisely, digital FGC is incorporated on, e.g., the 
firm’s website, content posts on blogs, or social media fan pages (Stephen and Galak 2012; De 
Vries, Gensler, and Leeflang 2012). In comparison to paid media, owned media represents a 
more complex environment in which digital content often is not only considered as advertising 
but refers to, e.g., functionality features (on websites) or designs (Bleier, Harmeling, and 
Palmatier 2019; Danaher, Mullarkey, and Essegaier 2006).  
 Earned media denotes media that is not directly generated by the firm (or its agents) but 
rather by users (i.e., consumers or experts) (Lovett and Staelin 2016; Stephen and Galak 2012). 
Predominantly, the literature titles digital content in this area user-generated content (UGC), 
which is characterized by the fact that it is, in contrast to paid and owned media, not in control 
of the firm. UGC indicates every sort of content that is created by users themselves (Daugherty, 
Eastin, and Bright 2008). In this context, electronic word-of-mouth (eWoM) has gained 
increasing attention. eWoM is a type of interpersonal communication in which users share 
opinions with others. It includes explicitly product or brand-related discussions comprising 
mostly recommendations of a product or brand (Berger 2014). In this sense, eWoM represents 
a more precise product or brand-related form of user communication, while UGC follows a 
broader definition. Since the emphasis of this review article lies on the impact of content 
dimensions on firm-related consequences, I focused on eWoM and neglected general UGC. 
Concerning the concrete touchpoints, eWoM can be found in, e.g., reviews on platforms like 
Amazon, social networks, blogs, discussion forums, or message boards (Daugherty, Eastin, and 
Bright 2008; Tang, Fang, and Wang 2014; Zhang and Mao 2016).  
3 Identification of Relevant Articles 
 I provide a literature review of articles from renowned marketing journals from (almost) 
the last two decades. This involves only A+, A, and B rated marketing journals according to 
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VHB-JOURQUAL 3 (2015). Moreover, I included Management Science due to the high 
relevance of its marketing section (Lamberton and Stephen 2016, p. 147). The time frame was 
restricted to publications between 2000 and February 2019 as topics related to digital marketing 
have evolved in these years (Lamberton and Stephen 2016). Using the databases Web of Science 
and EBSCO1, I applied a filter restricting the search results to the above-mentioned journals and 
time frame and conducted keyword searches. I searched for "content" in "topic" and 
successively added one additional keyword as an AND condition. In total, I conducted 4 search 
rounds: 1) “content” AND “online”, 2) “content” AND “digital”, 3) “content” AND “electronic”, 
and 4) “content” AND “internet”. Next, I screened the resulting articles whether they fit in the 
defined domain of this study. From the identified articles, I also screened the references to 
identify other relevant articles published in the focal journals during the same time frame. This 
process resulted in a set of 69 articles.2  
4 Systemization and Framework   
    Digital touchpoints   
 Each of the 69 articles was classified according to the touchpoint that has been 
examined. I adapted a classification scheme from Stephen and Galak (2012, p. 625) as summed 
up in Table 1 and explained in the following. 
Table 1: Overview of Touchpoints 
  Media type 
  Paid Owned Earned 
T
ou
ch
po
in
t  Display advertising 
 Search advertising  
 Social media advertising 
 E-mail 
 Native advertising 
 (Firm-owned) website 
 (Firm-owned) blog 
 (Firm-owned) social 
network page 
 Review  
 Social network post 
 eWoM (general) 
 
   
 
 
1 I used Web of Science as the major database and EBSCO for a double check.  
2 Note that a detailed summary of the identified articles will be provided in the macro-level analysis in the 
following section.  
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 1) Paid media: Display advertising refers to both banner and video advertising. Further, 
search advertising means ads on the search engine result page, generated by, e.g., Google Ads. 
Moreover, I used social media as an umbrella term for online social networks, social gaming, 
media sharing, discussion forums, blogs, and microblogs (Zhang and Mao 2016, p. 155). Apart 
from this, e-mail refers to electronic direct mail, e.g., e-mail advertisements. Additionally, I 
included a specific touchpoint that came up during the systemization process, namely native 
advertising, which is defined as “a term used to describe any paid advertising that takes the 
specific form and appearance of editorial content from the publisher itself” (Wojdynski and 
Evans 2016, p. 1).  
 2) Owned media: Websites refer to firm-owned web or e-commerce sites. In owned 
media, social media is separated into content posts on the firms’ blogs and firm-owned social 
network pages such as Facebook, Instagram, or, Twitter fan pages. Even though both channels 
(blogs and social network pages) are in control of the firm, it should be noted that “external” 
social network pages like Facebook still are subject to the social network owner’s policies. 
 3) Earned media:3 Reviews (e.g., on Amazon) and social network posts (e.g., on 
Facebook, Instagram, or Twitter) appeared quite prominent. As a consequence, I classified them 
into separate categories. Apart from this, examined touchpoints to assess eWoM were quite 
diverse, e.g., phone forums (Gopinath, Thomas, and Krishnamurthi 2014) or movie message 
boards (Liu 2006). Moreover, some authors did not further specify any touchpoints (e.g., 
Pauwels, Aksehirli, and Lackman 2016), while others used a variety of touchpoints as a basis 
for their studies (e.g., Gelper, Peres, and Eliashberg 2018; Marchand, Hennig-Thurau, and 
Wiertz 2017). In such studies, concrete touchpoints were neglected and eWoM in general was 
 
3 Note that I focus on eWoM as explained in the previous section. However, the terminology in the literature is not 
always consistent. Some authors (e.g., Dhar and Chang 2009; Tang, Fang, and Wang 2014; Tirunillai and Tellis 
2012) refer to UGC, although product-related content was examined. Further, Onishi and Manchanda (2012) 
denote product-related chatter as consumer-generated media (CGM). To be consistent, I used the term eWoM when 
product or brand-related content (generated by consumers) was examined (following Berger 2014). 
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in focus. Therefore, I built an additional category: eWoM (general), whereby “general” can 
include various type of touchpoints, e.g., discussion forums, online communities, message 
boards, (video) blogs, or (user) websites.  
    Content dimensions 
 In the next step, I screened the articles and extracted the investigated executional cues 
of digital content on the most detailed level (see Appendixes A, B, and C). Next, the aim was 
to aggregate them into content dimensions by a structured conceptualization (Trochim and 
Rhoda 1986). To build on a solid basis, I used content dimensions that have been applied in 
prior studies. This procedure resulted in six content dimensions. Table 2 shows the results, 
corresponding definitions, examples, and references.     
Table 2: Overview of Content Dimensions 
Content 
dimension Definition Examples  Literature support 
Verbal design Verbal design refers to 
everything concerning textual 
styles. 
Language/rhetorical styles, use of 
specific words, textual ways of 
presenting products, product 
attributes mentioned, argument 
styles, information/infotainment, 
topics, announcements, ... 
  
Bleier, Harmeling, 
and Palmatier (2019) 
Visual design Visual design refers to the 
appearance of the content. 
Graphical/media content in 
general, videos, pictures, 
animated/static formats, length of 
texts/videos or ads/posts, ... 
  
Bleier, Harmeling, 
and Palmatier (2019) 
Concrete cues Concrete cues refer to the 
existence of specific 
components in a touchpoint. 
Hyperlinks, online agents, content 
filters, functionality features, star 
ratings, search functions, tags, … 
  
Parasuraman, 
Zeithaml, and 
Malhotra (2005) 
Valence & 
sentiment 
Valence & sentiment refer to 
how content is presented in 
terms of valuation. 
Positivity, negativity, neutral, 
mixed sentiments, degree of 
recommendation, ... 
Berger and Milkman 
(2012)   
Tang, Fang, and 
Wang (2014) 
  
Congruity & 
alignment 
Congruity & alignment refer 
to the alignment of content to 
any type of context, e.g., 
platforms/websites or other 
pieces of content. 
  
Ad-context congruity (e.g. display 
banner ↔  website), split content, 
incongruity, … 
Zanjani, Diamond, 
and Chan (2011) 
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Personalization 
& targeting 
Personalization & targeting 
refers to the alignment of 
content to consumers, e.g., 
targeting certain consumers 
based on their 
characteristics/interests, 
directly addressing certain 
consumers, or personalizing 
ads based on individual 
consumers’ online shopping 
behaviors.   
Retargeting (e.g., the use of 
browsing histories to target 
consumers with tailored display 
banners), personalization by 
directly addressing consumers 
(e.g., mentioning their names in e-
mails), targeting by personalized 
banners based on personal 
information (e.g., sponsored posts 
based on consumers’ Facebook 
profiles), match/fit content ↔ 
consumer, ... 
  
Bleier and Eisenbeiss 
(2015a) 
Lambrecht and 
Tucker (2013) 
van Doorn and 
Hoekstra (2013) 
Tucker (2014) 
 
    Consequences 
 Further, I analyzed the examined firm-related consequences of content. I structured 
consequences following a framework of a market response model utilized by Srinivasan, 
Vanhuele, and Pauwels (2010). The authors explored how hierarchal effects of “what marketers 
do” (i.e., marketing mix activities) on “what consumers think and feel” (i.e., consumer mind-
set metrics) translate into “what consumers do” (i.e., firm performance). Further, in the context 
of digital marketing, metrics like clicks (e.g., on display banners) or likes (e.g., of content posts) 
are frequently the subjects of research. To account for this idiosyncrasy, I divided "what 
consumers do” into firm performance and touchpoint performance. Taken together, I classified 
the examined consequences threefold:  
 1) Consumer mind-set metrics refer to consumers’ state of mind regarding the firm, the 
product, or the firm’s touchpoint in general. It comprises, e.g., consumer attitudes, brand/ad 
recall/recognition, beliefs/thoughts about the firm, (shopping) satisfaction, preferences, or 
persuasions. 
 2) Firm performance contains, e.g., sales, spending, cross-buying, profitability, 
conversion, purchase, stock market performance, firm value, or market share. Also, intentions 
to purchase, to shop, etc. are included.  
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 3) Touchpoint performance includes, e.g., clicks, shares, likes, comments, traffic, time 
on site, or the open rate. I also included intentions to click, share, etc. Also, intentions to click, 
to share, etc. are included. 
    Perceptual attributes 
 
 Perceptual attributes refer to how the content is perceived by consumers and represent a 
special case in the context of this review. As Parasuraman, Zeithaml, and Malhotra (2005) have 
outlined, perceptual attributes should be treated as a consequence of concrete content elements. 
However, the studies in the scope of this review treated perceptual attributes either as a direct 
antecedent of firm-related consequences, as a mediator between content dimensions and firm-
related consequences, or as a final consequence of content dimensions (see framework). 
Further, two studies also investigated the impact of perceptual attributes on other perceptual 
attributes (Felbermayr and Nanopoulos 2016; Weathers, Swain, and Grover 2015). Perceptual 
attributes comprise perceived emotions in the content, informativeness, entertainment, 
credibility, believability, helpfulness, and perceptions of content quality. 
    Framework 
 Figure 1 shows the resulting framework. It should be noted that this framework serves 
as a summary of examined relationships. The identified studies essentially investigated four 
different tiers as described in the following (see also Appendixes A, B, and C for study 
allocations to the tiers).  
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Figure 1: Framework 
 
Notes: a not relevant for paid media | b not relevant for earned media. 
 Tier 1) Content dimensions → Consequences. This relationship represents the most 
investigated tier. Such studies examined the direct impact of content dimensions on consumer 
mind-set metrics, firm performance, or touchpoint performance.  
 Tier 2) Content dimensions → Perceptual attributes. Such studies examined the direct 
impact of content dimensions on perceptual attributes. It should be noted that two studies also 
investigated the impact of perceptual attributes on other perceptual attributes (i.e., perceived 
credibility → perceived helpfulness (Weathers, Swain, and Grover 2015) and emotions → 
perceived review quality (Felbermayr and Nanopoulos 2016). Due to the minor occurrence, this 
relationship is neglected in the framework.  
 Tier 3) Content dimensions → Perceptual attributes → Consequences. Some studies 
examined the impact of the content dimensions on perceptual attributes and, further, how these 
effects translate into consumer mind-set metrics, firm performance, or touchpoint performance. 
In this sense, perceptual attributes are used as mediators. 
Consequences
Firm 
performance
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Personalization & targeting
Verbal design
Valence & sentimenta
Visual design
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 Tier 4) Perceptual attributes → Consequences. Such studies used perceptual attributes 
as a direct antecedent of consumer mind-set metrics, firm performance, or touchpoint 
performance.  
 Moreover, some studies examined the impact of content dimensions on consumer mind-
set metrics and, in turn, on firm or touchpoint performance. Further, I identified a few studies 
that took the impact of touchpoint performance on firm performance into account as well. I did 
not dedicate extra tiers to those streams since they represent a minority and are not the focus of 
the literature review.   
5 Macro-Level Analysis 
    General overview  
 First, I noted a perceptible dominance of earned media. While I identified 20 articles 
from paid media and 15 articles from owned media, 34 relevant articles were extracted from 
the area of earned media.  
 Second, I examined the source of publication in my set of 69 articles. In total, I identified 
articles from 16 leading marketing journals.4 Out of the 69 articles, 33 were published in one 
of the 5 A+-rated marketing journals, 12 articles were distributed in one of the 4 A-rated 
marketing journals, and 24 papers in one of the 7 B-rated marketing journals. Therewith, the 
majority of articles come from A+-rated journals (48%). The Journal of Marketing published 
with 11 articles the majority of papers from the A+ category. With 6 published articles, the 
International Journal of Research in Marketing is the leading journal in terms of quantity of 
publications in the A category. Further, within the B category, the Journal of Interactive 
Marketing and Journal of Advertising published with 6 articles each the majority of papers. 
Table 3 provides the respective summary.  
 
4 Note that all A+ A, and B rated journals from VHB-JOURQUAL 3 (2015) were screened but not all journals 
actually published relevant articles according to the scope of this review.  
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Table 3: Number of Articles per Journal 
  # Articles published 2000 - February 2019 
Journal Rating1 Paid Owned Earned Total 
Journal of Marketing Research A+ 4 1 5 10 
Journal of Marketing A+  4 7 11 
Journal of Consumer Research A+  1 2 3 
Marketing Science A+ 4 1 3 8 
Management Science2 A+   1 1 
International Journal of Research in Marketing A 1 2 3 6 
Journal of the Academy of Marketing Science A   2 2 
Journal of Retailing A 1 1 1 3 
Journal of Consumer Psychology A   1 1 
Marketing Letters B 2   2 
Journal of International Marketing B 1  1 2 
Decision Support Systems B   4 4 
Journal of Interactive Marketing B  3 3 6 
Psychology & Marketing B 2  1 3 
Journal of Advertising B 5 1  6 
Journal of Service Management B   1   1 
Total   20 15 34 69 
Notes: 1 Rating according to VHB-JOURQUAL 3 (2015) | 2 was included due to the high relevance of its marketing 
section (Lamberton and Stephen 2016, p. 147). 
 
 Third, the articles were categorized on a yearly basis from 2000 to February 2019 to 
identify the publication trends in marketing research on the focal topic as shown in Figure 2. It 
is explicit from the analysis that the annual number of publications increased over time. More 
precisely, from 2008 onwards, three major waves are visible: In 2008, three papers were 
identified per year. In the following years, no article concerning paid media has been 
distributed, while publications in owned and earned media remain stable. A peak in 2012 is 
clearly noticeable due to the increased publications in the area of earned media. Because of no 
publication in owned media and only one publication in paid media, the total number of articles 
declined in the course until 2014. The next peak is observable in 2016—this time not only 
shifted by publications on earned media but also due to the increased number of articles 
published in the area of paid media. Until the end of 2018, all areas of publications remain quite 
stable. Considering MSI’s Research Priorities 2016-2018 that explicitly recommend 
researchers to answer questions like “How do you design the firm’s digital […] messages to 
optimally reach and engage customers at every touchpoint?” (MSI 2016, p. 6), a next wave 
might be expected in the upcoming years. 
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Figure 2: Number of Articles per Year 
 
 
 
Notes: N = 69 | Year 2019 not included due to incomplete data for this year. | Zeros were removed to improve 
readability.  
 
    Touchpoints 
 Next, I analyzed the number of articles per touchpoint. The analysis revealed a clear 
focus on one touchpoint per media type. In paid media, 13 out of 20 articles particularly used 
display advertising as the subject of research, i.e., 65%. For owned media, a clear focus lies on 
research on websites—53% of the identified articles in this field used this touchpoint as the 
subject of research. The discrepancy between the numbers of articles per touchpoint in earned 
media is also quite high—62% of the researchers investigated specifically online reviews. 
Figure 3 shows the results in absolute numbers.  
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Figure 3: Number of Articles per Touchpoint 
 
 
 
 
Notes: Paid: N = 20 | Owned: N = 15 | Earned: N = 34 | eWoM: Electronic word-of-mouth.  
 
    Content dimensions 
 Further, I investigated the share of content dimensions as Figure 4 shows. A number of 
observations can be made. 
Figure 4: Share of Content Dimensions 
 
 
 
Notes: Paid: N = 21 | Owned: N = 24 | Earned: N = 37. N refers to the number of examined dimensions. 
  First, for paid media, the share of the content dimensions is quite balanced, whereby 
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personalization & targeting with a share of 29% was a prominent subject of research. In 
comparison to the other media types, congruity & alignment, and personalization & targeting 
are unique dimensions that almost exclusively are examined in paid media. On the other hand, 
concrete cues and valence & sentiment have not been taken into account. 
 Second, considering owned media, the verbal design has been investigated to the largest 
extent (33%), also in comparison to the other media types. The share of visual design and 
concrete cues amounts to 21% each and, therewith, were a popular field of research in owned 
media. Basically, all content dimensions are present, whereby, congruity & alignment, as well 
as valence & sentiment, are less investigated.  
 Third, regarding earned media, valence & sentiment clearly is the most prominent 
content dimension—more than half of the studies took this dimension into account. Also, 
investigations in verbal design were with 22% share quite popular. On the contrary, congruity 
& alignment has not been the subject to any of the identified articles in earned media.  
    Consequences 
 Next, I examined the share of consequences per media type as visible in Figure 5.  
Figure 5: Share of Consequences 
 
 
 
Notes: Paid: N = 24 | Owned: N = 20 | Earned: N = 34. N refers to the number of examined consequences. 
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46% of the articles investigated touchpoint performance in paid media and, therewith, it is 
clearly the most commonly studied consequence of content dimensions in this area. In the 
context of owned media, firm performance measures are more present and constitute together 
with touchpoint performance the most frequently investigated response to content dimensions. 
Further, in earned media research, there is noticeably a strong focus on firm performance 
observable—71% of all articles in the present set conducted research on this consequence. 
    Perceptual attributes  
 As already mentioned, perceptual attributes signify a special case in this review. 22% 
of all articles in the set examined perceptual attributes either in tier 2, 3, or 4 as Figure 6 
illustrates. Tier 4 was predominantly present in paid and owned media, while tier 2 was only 
investigated in the context of earned media.   
Figure 6: Share of Perceptual Attributes 
 
 
 
Notes: Paid: N = 7 | Owned: N = 3 | Earned: N = 5. N refers to the number of examined perceptual attributes. 
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6 Micro-Level Analysis  
 In the following section, I present the detailed study results of the articles in my set. The 
order of presented content dimensions follows the logic from important to less important per 
media type. Study results on perceptual attributes are also included at the end of each section. 
It should be noted from the outset that due to the very diverse results, the following section 
represents an overview of investigations. It offers managers and researchers deeper but concise 
insights into the impact of digital content on firm-related consequences. I present the major 
findings of the respective studies according to their primary research objectives. Allocations to 
firm-related consequences were done based on the studies’ final target construct. Appendixes 
A, B, and C also offer a comprehensive summary of all investigated relationships. Additionally, 
Table 4 provides an overview of the examined content in this micro-level analysis. 
   6.1 Paid Media 
    Congruity & alignment  
     Congruity & alignment signifies the most investigated content dimension in the paid 
media environment. Researchers predominantly studied the dimensions’ effect on consumer 
mind-set metrics, while only a few studies focused on the firm and touchpoint performance. 
 Impact on consumer mind-set metrics. The first type of studies examined the effect of 
ad-context congruity on consumer mind-set metrics using various touchpoints and 
implementing different moderators. As a baseline finding, researchers showed that congruity 
positively influences how consumers think and feel. However, in terms of getting consumers’ 
attention, incongruity appeared to be beneficial as well. Zanjani, Diamond, and Chan (2011) 
demonstrated that ad-context congruity increases ad recognition for information seekers, 
whereas it does not have any effect for surfers on the website (i.e., users randomly browsing). 
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In addition, the perceived ad clutter plays a crucial role in this relationship, partially 
mediating the impact of ad-context congruity on ad recall and completely mediating the effect 
of ad-context congruity on ad recognition. Li and Lo (2015) showed that for video advertising, 
the ad position is an important moderator. The authors found that in a perceived incongruent 
setting, post-roll ads (i.e., in-stream ads at the end of the video) improve brand recognition 
significantly. This finding is in line with Moore, Stammerjohan, and Coulter (2005) who 
showed that an incongruent banner on a website has a more favorable effect on ad recall and 
recognition, whereas congruity has more favorable effects on attitudes toward the ad and the 
website. In the context of investigating the effect of congruity & alignment on what consumers 
think and feel, Roehm and Roehm (2001) touched a unique form of advertising, namely hybrid 
split content. These types of ads combine an ad in a traditional medium (e.g., TV) with an 
addendum display ad on a website. Clearly, the defined research domain is different from the 
studies described above. Alignment in this sense means content adjustment of two separate 
types of ad formats. In the case of perceived congruity of the display ad content to the traditional 
medium, results indicated that hybrid split content can produce more positive attitudes toward 
an advertised product than a traditional uninterrupted ad. 
 Impact on firm and touchpoint performance. Besides mind-set metrics, performance 
measures have been investigated as consequences of content dimensions, however, not that 
extensively in the context of congruity & alignment. Zhang and Mao (2016) found that 
congruity between an ad and social media content positively affects perceived informativeness 
and entertainment values of the ad that, in turn, increase ad clicks. However, other researchers 
showed that there are important moderators to consider. Goldfarb and Tucker (2011)5 as well 
as de Haan, Wiesel, and Pauwels (2016) found that congruity between a display ad and the 
 
5 Note that Goldfarb and Tucker (2011) speak of targeting but in fact are examining the congruity between a 
display banner and its context (website) and did not mean targeting in terms of aligning content to consumers (as 
defined in the review article).  
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corresponding website increases purchase intention as well as traffic, conversion, and revenue, 
respectively. However, in combination with obtrusive visual design (i.e., highly visible ads due 
to the use of videos or pop-ups), Goldfarb and Tucker (2011) showed that an ad did much worse 
at increasing purchase intention. The authors concluded that this finding is related to privacy 
concerns.  
    Personalization & targeting 
 Personalization & targeting denotes a unique content dimension mainly explored in paid 
media research. In the scope of this review, firm and touchpoint performance have been 
identified as investigated consequences, while consumer mind-set metrics have not been 
considered by researchers.  
 Impact on firm and touchpoint performance. Sahni, Wheeler, and Chintagunta (2018) 
showed for e-mail marketing that personalizing e-mails by adding consumer-specific 
information (e.g., recipient’s name) significantly increases the open rate, sales, and reduces the 
number of individuals unsubscribing from the e-mail campaign. However, in the context of 
display advertising, the environment is more complex and researchers demonstrated that there 
are significant moderators to consider. For instance, Bruce, Murthi, and Rao (2017) showed 
that retargeting is more effective in terms of ad clicks if an ad offers price incentives. Moreover, 
the customer journey plays an important role (see Lemon and Verhoef 2016 for a detailed 
explanation of customer journey stages). Lambrecht and Tucker (2013) found that dynamic 
retargeting (i.e., using consumers’ browsing history on a website to show them personalized 
ads on other websites) only increases conversion when consumers are already in the 
consideration stage of the customer journey (e.g., visiting review websites). In addition, Bleier 
and Eisenbeiss (2015a) brought timing and placement factors in and found that banners with a 
high degree of content personalization (DCP) (i.e., targeting in terms of consumers’ most 
viewed category and brand—likewise to Lambrecht and Tucker's (2013) setting) are most 
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effective in terms of click-through when consumers are in an early information state, but 
quickly lose effectiveness as time passes since that last visit. This appears contrary to 
Lambrecht and Tucker's (2013) findings, however, it has to be minded that these authors did 
not control for effectiveness changes over time. Consequently, medium DCP banners (i.e. 
targeting in terms of consumers’ most viewed category or brand) outperform high DCP banners 
over time. Further, Bleier and Eisenbeiss (2015a) showed that personalization increases click-
through, irrespective of whether banners appear on motive congruent or incongruent display 
websites. However, in terms of view-through, personalization increases ad effectiveness only 
on motive congruent websites but decreases it on incongruent websites. Bleier and Eisenbeiss 
(2015b) demonstrated in a later study, that also trust in the retailer moderates the effects of 
personalized display banners on perceived usefulness, reactance, and privacy concerns, which, 
in turn, effect touchpoint performance (click-through intention). Further, Tucker (2014) 
stressed the importance of perceived privacy controls on social networks in the context of 
personalization & targeting. The author examined the impact of targeted ads (followers of 
certain fan pages) and personalized ads (explicitly mentioning followed fan pages in the 
content) on click-through rates. During her field test on Facebook, the platform gave users more 
control over their personally identifiable information. Before the policy change, personalized 
ads did not perform well in terms of click-through rates. After this enhancement of perceived 
control over privacy, the author showed that click-through rates significantly increase for 
personalized ads, indicating that perceived privacy controls constitute an important moderator 
to consider. Additionally, she demonstrated that targeted ads that do not use personalized text 
remain unchanged in touchpoint performance.  
    Visual design 
 Impact on consumer mind-set metrics. Studies that examined the visual design of 
content often manipulated it in combination with other factors. As mentioned in the subsection 
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above, Mitra, Raymond, and Hopkins (2008) used media richness as an interaction variable in 
the relationship between truthful vs. misleading content and consumer mind-set metrics. 
Besides ad-context congruity, Li and Lo (2015) also investigated the length of a video 
advertisement and demonstrated that perceived long ads enhance brand recognition. 
Considering Campbell et al.'s (2017) study in the context of attention-getting tactics (see 
perceptual attributes), it might be concluded that the improved brand recognition triggered by 
the length of the video, also may induce consumers to skip the ad due to the higher awareness 
of watching advertising.   
 Impact on firm and touchpoint performance. Goldfarb and Tucker (2011) showed that 
obtrusive visual design (i.e., highly visible ads due to the use of videos or pop-ups) increases 
the purchase intention. However, purchase intention is significantly weakened when an 
obtrusive visual design is applied in combination with a high congruity between the ad and its 
context. Likewise, Bruce, Murthi, and Rao (2017) studied the joint effects of creative format 
(i.e., animated vs. static), message content (product vs. price), and retargeting in display 
advertising. The combination of visual and verbal design and personalization revealed that 
carry-over rates (i.e., the extent to which past impressions affect the contemporaneous effects 
of display ads on response behavior) for animated formats are greater than those for static 
formats. However, static formats can still be effective (in terms of ad clicks) for price ads and 
retargeting.  
    Verbal design 
 Impact on consumer mind-set metrics. Likewise to Campbell et al. (2017) and Li and 
Lo (2015) (see perceptual attributes and visual design, respectively), Wojdynski and Evans 
(2016) demonstrated that ad recognition—triggered by verbal design in this case—lead to 
negatives consequences. Specifically, the authors examined the effects of language in native 
advertising on recognition of the content as advertising. Findings showed that wording 
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including the words “advertising” or “sponsored” increases advertising recognition compared 
to other conditions, and ad recognition generally led to more negative publisher evaluations. 
 Impact on firm and touchpoint performance. As already outlined, Bruce, Murthi, and 
Rao (2017) studied joint effects of visual and verbal design and personalization and find that 
static formats increase ad clicks particularly when the display ad comprises price appeals. 
Further, they found that only when price appeals are included in the ad, retargeting is really 
effective. Haans, Raassens, and van Hout (2013) analyzed the effects of so-called evidence 
types (i.e., argument quality) on the firm and touchpoint performance in search advertising. 
They find for low-involvement products that click-through rates are higher for ads involving 
expert evidence (i.e., citing experts in an ad) and statistical evidence (i.e., citing results of 
studies) than for ads including causal evidence (i.e., an explanation of the occurrence of an 
effect). On the contrary, they found that causal evidence results in higher conversion rates than 
other types of evidence. 
    Perceptual attributes (tier 3 and 4) 
 Impact on consumer mind-set metrics. Johnston et al. (2018) investigated the effects of 
perceived infotainment and credibility on social media advertising attitude. They are one of the 
few authors who analyzed cultures and social media venues as moderators in this context. 
Results suggest a greater impact of perceived infotainment and credibility on social media 
advertising attitude in the higher-uncertainty-avoidance culture. Further, perceived 
infotainment has a larger effect on social media advertising attitude in global content 
community sites than in global social networking sites, but there is a reverse moderating effect 
on the impact of credibility. Mitra, Raymond, and Hopkins (2008) examined display advertising 
on websites and manipulated the content in terms of truthful (i.e., believable claims) vs. 
misleading (i.e., unrealistic claims) in combination with visual design (high/low level of media 
richness). They found that consumer beliefs in response to the ad depend upon the level of 
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media richness. Results showed that under high involvement conditions, product attribute 
beliefs are affected by truthful vs. misleading advertising content, regardless of the level of 
media richness. In contrast, the beliefs of lower involved consumers are affected by truthful vs. 
misleading advertising content only when media richness is low. 
  Impact on firm and touchpoint performance. Drawing on Li and Lo's (2015) findings 
that incongruity increases brand recognition in video advertising, Campbell et al. (2017) found 
for pre-roll ads that attention-getting tactics in general increase the likelihood to recognize not 
only the brand but also the commercial character of advertising, which lead to an undesirable 
behavior, namely skipping the pre-roll ad. Therefore, attention, in this case, appears not 
beneficial. On the other hand, Berger and Milkman (2012)6 showed that arousal, which is 
triggered by the amusement in digital content, increases the intention to share content on social 
media, leading to the conclusion that attention alone is not sufficient to increase touchpoint 
performance. Tucker (2015) also stressed the importance of humor but in the environment of 
video ads. The author showed that humorous ads achieve higher views than non-humorous ads 
and at the same time are persuasive7 (in terms of a positive attitude toward the focal product). 
On the contrary, if an ad is perceived as outrageous, consumers are more likely to share it but 
do perceive it as less persuasive, even though the outrageous ads receive higher views. Further, 
Zhang and Mao (2016) demonstrated that entertainment and informativeness perceptions 
significantly increase ad clicks, while Bleier and Eisenbeiss (2015b) could show that perceived 
usefulness of a display banner increases click-through intentions, while reactance and privacy 
concerns decrease click-through intentions. 
 
 
 
6 Note that I only refer to study 2a of Berger and Milkman’s article. 
7 Note that persuasiveness belongs to perceptual attributes (tier 3). 
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   6.2 Owned Media 
    Verbal and visual design 
 The content dimensions verbal and visual design have mostly been examined in 
combination with each other in the context of owned media. Together with concrete cues, they 
represent the most investigated content dimensions in this field. Firm and touchpoint 
performance have been in focus to the largest extent, while consumer mind-set metrics have 
rarely been examined.  
 Impact on consumer mind-set metrics. Schumann, Wangenheim, and Groene (2013) 
studied particularly websites that use targeted advertisements, which are often associated with 
negative consumer reactions toward the website. The authors demonstrated that verbal design 
can help to prevent these negative reactions. Specifically, a normative reciprocity argument 
(i.e., the claim on a website to accept advertisements and, therewith, receiving the website's free 
services) is generally more effective than the current industry practice of using a utilitarian 
argument related to advertising relevance (i.e., the claim on a website that the advertising is 
better due to targeting) to increase acceptance of targeted online advertising on websites. 
 Impact on firm and touchpoint performance. Bleier, Harmeling, and Palmatier (2019) 
examined a variety of verbal and visual designs and their impact on perceptual attributes that, 
in turn, have a positive impact on firm performance (purchase). Most notably, purchase 
increases through perceived informativeness, which is positively triggered when the websites 
show high descriptive product detail. Also, Danaher, Mullarkey, and Essegaier (2006) could 
demonstrate that the use of complex text and graphics content is advantageous since it 
significantly increases website visit duration. Further, Bleier, Harmeling, and Palmatier (2019) 
found that product videos and the use of a product feature crop that highlights a key 
characteristic of the product enhance sensory appeal, while a conversational linguistic style by 
adding adjectives, self-reflective questions, and pronouns (“you”) and lifestyle pictures increase 
social experience. Both sensory appeal and social experience enhance purchase. Moreover, 
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Villarroel Ordenes et al. ( 2019) demonstrated that the use of visuals in general increases content 
post sharing. In the context of social media network posts, De Vries, Gensler, and Leeflang 
(2012) could also show that product videos (the authors call it high degree of vividness) and a 
question addressed to the consumers (the authors call it high degree of interactivity) are 
beneficial but in terms of number of likes and comments on the post. Likewise, Gavilanes, 
Flatten, and Brettel (2018) studied the impact of the verbal design of social network page posts 
on touchpoint performance and found that announcements of sweepstakes and contests, sales 
announcements, and asking for customer feedback positively influence clicks. Further, sales 
announcements and infotainment (i.e., delivery of factual content) increase likes. Moreover, 
announcements of sweepstakes and contests, asking for customer feedback, and infotainment 
drive higher levels of engagement through comments. Taken together, their findings are in line 
with what De Vries, Gensler, and Leeflang (2012) called vividness and interactivity in content 
posts, which are found to increase touchpoint performance. Also, Rooderkerk and Pauwels 
(2016) could confirm with their study in the context of blog posts that encouragement (i.e., 
motivating a user to interact with the content post) significantly increases the number of 
comments. In addition, the authors took the visual design into account and showed that the post 
length negatively impacts the number of comments. Van Laer and de Ruyter (2010) very 
specifically investigated the effects of the verbal design of blog posts as a means to cure 
negative eWoM on the perceived integrity of the firm that, in turn, positively influence the firm 
performance by lowering consumer intention to switch. They found that the combination of 
denial content (i.e., not signaling guilt) and analytical format (i.e., fact-based) as well as 
apologetic content (i.e., signaling guilt) and narrative format (i.e., covertly persuasive) work 
better than combinations of opposing response content and format in order to retrieve perceived 
integrity and to prevent consumers’ intention to switch. Also, Villarroel Ordenes et al. (2019) 
dived deep into rhetorical theories in order to explain the impact of verbal designs on touchpoint 
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performance (sharing the content post). In sum, they found that alliterations and word 
repetitions enhance content post sharing.  
    Concrete cues 
 Concrete cues predominantly have been investigated in the area of owned media. In 
particular, websites as platforms consisting of diverse content fragments offer many options for 
implementing various cues and have been in the center of interest.  
 Impact on consumer mind-set metrics. Van Noort, Kerkhof, and Fennis (2008) 
examined the impact of a wide range of concrete cues on consumer mind-set metrics but 
particularly focused on hyperlinks and symbols used as safety cues (e.g., inclusion of warranty 
policies, general terms and condition, or a help button) and non-safety cues (e.g., special offers, 
new arrivals, or price comparisons), respectively. The authors showed that when consumers 
have a prevention focus (i.e., striving for avoiding losses), safety cues lower consumers' risk 
perceptions. Further, prevention-focused consumers have more favorable attitudes toward the 
website and the online retailer when the content includes safety cues. In contrast, promotion-
focused consumers (i.e., striving for achieving gains) do not differ in their reaction to website 
content that either does or does not contain safety cues.  
 Impact on firm and touchpoint performance. Köhler et al. (2011) particularly studied 
the implementation of online agents on websites, whose purpose is to help new customers more 
effectively adjust to and function within the service environment on the website. They found 
that the presence of an online agent significantly can help to influence the newcomer adjustment 
process over time (i.e., social acceptance, role clarity, and self-efficacy), which in turn 
influences firm performance (credit account balance, number of payments, transactions, and 
services used). This finding is independent of the interaction style (proactive vs reactive) and 
the content (social and functional) the online agent uses. In a later study, Bleier, Harmeling, 
and Palmatier (2019) also could demonstrate that the use of an online recommendation agent, 
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which suggests other related products for purchase increase perceived informativeness and, 
therewith, purchase. Additionally, Bleier, Harmeling, and Palmatier (2019) investigated a wide 
range of concrete cues on websites and show how they influence the online customer experience 
and, in turn, purchase. Besides the implementation of a recommendation agent, the authors 
found that the inclusion of a comparison matrix, which compares the focal product to others, 
increases purchase through increased perceived informativeness. Further, the avoidance of 
content filters (e.g., a "show more" button) positively influences purchase due to the increased 
social experience. Moreover, websites containing star ratings significantly increase all 
dimensions of the customer experience, which positively influences purchase. Danaher, 
Mullarkey, and Essegaier (2006) found in this context that the presence of functionality features 
such as online help, search functions, site maps, user registration, e-mail availability, chat 
rooms, and message boards increases website visit duration, while high levels of advertising 
on a website result in lower visit duration, particularly for young people. In the context of 
discussion forums, Rooderkerk and Pauwels (2016) demonstrated that a post including a 
hyperlink significantly leads to a lower number of comments on the post.  
    Personalization & targeting  
 In the context of personalization & targeting, consumer mind-set metrics have not been 
considered by researchers so far.  
 Impact on firm and touchpoint performance. Hauser et al. (2009) investigated how 
matching website content to consumers’ cognitive styles (e.g., impulsive vs. deliberative, 
analytic vs. holistic) impact their website preferences and, therewith, purchases. By so-called 
"website morphing" (i.e., automatically matching the basic "look and feel" of a website to 
consumers’ cognitive styles) the authors found that websites are more preferred and increase 
sales if their dimensions (i.e., focused vs. general content, large vs. small load, and graphical 
vs. verbal) match consumers’ cognitive styles. In the context of social network posts, Zhang, 
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Moe, and Schweidel (2017) also showed that a fit between content and users is beneficial. They 
found that individuals are more likely to share a content post that closely fits their own interests. 
Kalaignanam, Kushwaha, and Rajavi (2018) examined firm performance consequences of web 
personalization, a type of personalization in which web content is personalized and 
recommendations are offered based on customer preferences. They found that while web 
personalization lowers the volatility of cash flows, it only enables firms to charge premium 
prices when online trust is high. Further, online trust positively moderates the relationships 
between web personalization and cash flow volatility and price premia.  
    Valence & sentiment 
 Valence & sentiment belong to the less investigated content dimensions in the article 
set of this literature review for owned media. Researchers solely took firm and touchpoint 
performance as consequences into consideration.  
 Impact on firm and touchpoint performance. Kumar et al. (2016) examined the effect of 
firm-generated content in social networks on firm performance (consumer spending, cross-
buying, and customer profitability). They examined the effect of, inter alia, valence (i.e., 
positive, neutral, or negative sentiment) of firm-generated content and found a positive impact 
on firm performance. However, in the context of blog posts, Rooderkerk and Pauwels (2016) 
could not find a significant impact of either positivity of a post, nor negativity of a post on the 
number on comments on a post.   
    Congruity & alignment  
  In the context of owned media, congruity & alignment has not been studied extensively 
in the domain of this review.  
 Impact on firm and touchpoint performance. Only Villarroel Ordenes et al. (2019) 
investigated this dimension in the context of a social network page. Specifically, the authors 
examined a technique called cross-message composition, i.e., streams of consecutive content 
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posts that are aligned to each other by, e.g., telling a story over a couple of consecutive content 
posts. They find that content posts following this technique are shared more often in 
comparison to content posts that are stand-alone. 
    Perceptual attributes (tier 3 and 4)  
 Impact on firm and touchpoint performance. Ha and Stoel (2012) examined the direct 
effects of perceptual attributes on firm-related consequences. The author developed a model to 
assess e-shopping/website quality and identified perceived privacy (e.g., “I feel like my privacy 
is protected on this site”), perceived website functionality (e.g., “I can go to exactly where I 
want quickly”), perceptions of customer service (e.g., “The company is ready and willing to 
respond to customer needs”), and perceived atmospheric (e.g., “The site almost says: “come in 
and shop””) as quality factors. Further, they show that website functionality and atmospheric 
quality have a significant impact on e-shopping satisfaction contributing to e-shopping 
intention, while privacy and customer service have a significant impact on e-shopping intention 
but not on e-shopping satisfaction. Rooderkerk and Pauwels (2016) showed that perceived 
practical utility, controversy, as well as readability directly increase the number of comments 
on a blog post, while Bleier, Harmeling, and Palmatier (2019) use perceptual attributes as a 
mediator and demonstrated that perceived informativeness, entertainment, social presence, and 
sensory appeal, triggered by various content dimensions on websites, can increases purchase. 
   6.3 Earned Media 
 I identified 34 relevant articles in the area of earned media. On the contrary, only 20 and 
15 articles were extracted from paid and owned media, respectively. To retain the micro-level 
analysis in the earned media context feasible, I had to reduce the scope of articles. Similar to 
common procedures in the literature, I focused on the most highly cited papers and used the 
Web of Science Social Science Citation Index that also takes the publication year into account, 
to identify the 15 most cited papers (see Lamberton and Stephen 2016, p. 148, who also applied 
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this process). In addition, I screened the investigated content in the complete article set and 
additionally included novel and unique content to assure a comprehensive micro-level analysis. 
This resulted in a set of 21 articles as a basis for the following micro-level analysis for earned 
media. Nevertheless, it should be noted that Appendix C includes the full scope in tables on a 
detailed level for interested readers. 
    Valence & sentiment 
 Studies concerning earned media have a clear focus, namely valence & sentiment of 
reviews. More specifically, the majority of scholars have investigated the impact of valence & 
sentiment on firm performance, while consumer mind-set metrics, as well as touchpoint 
performance, were less in focus.  
 Impact on perceptual attributes (tier 2). Pan and Zhang (2011) found that review 
valence and perceived review helpfulness have a positive relationship. That means consumers 
perceive a positive review as more helpful compared to a negative one. The author called this 
phenomenon a positivity bias. Further, they showed that this positivity bias is more pronounced 
for hedonic than for utilitarian products. 
 Impact on firm and touchpoint performance. Some researchers found that reviews 
comprising a positive sentiment, meaning reviewers stressing positive aspects of the reviewed 
product, significantly drive sales of the focal product (Chevalier and Mayzlin 2006; Hu et al. 
2014) as well as conversion (Ludwig et al. 2012). Likewise, these effects were found in eWoM 
on blogs (Onishi and Manchanda 2012). Other researchers like Ho-Dac, Carson, and Moore 
(2013) investigated the effects more detailed and demonstrated that positive (negative) reviews 
increase (decrease) the sales of products of weak brands (i.e., brands without significant 
positive brand equity). In contrast, the authors showed that reviews have no significant impact 
on the sales of the products of strong brands. Similar, Berger, Sorensen, and Rasmussen (2010) 
examined the impact of reviews of well-known and unknown books on sales. The authors found 
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that a negative review in the New York Times hurt sales of books by well-known authors but 
increased sales of books by unknown authors because of the increased awareness due to the 
review. Contrary, Duan, Gu, and Whinston (2008) showed that reviews—positive and 
negative—have no significant impact on movies' box office revenues at all, indicating that 
reviews have a little persuasive effect on consumer purchase decisions. Taking the later study 
of Ho-Dac, Carson, and Moore (2013) into account, it might be concluded that movies are 
equally perceived as strong brands and, therefore, reviews do not have a significant impact on 
sales. According to Gopinath, Thomas, and Krishnamurthi (2014), “what people say” is more 
important than “how much people say”. The authors found among different eWoM measures 
that the valence of recommendation is the only dimension, which has a direct effect on sales. 
Moreover, they showed that this impact increases over time. Liu (2006) also demonstrated that 
the valence of eWoM has a significant impact on movies' box office revenues, particularly in the 
early week after a movie opens. The results appear contrary to Duan, Gu, and Whinston's (2008) 
findings in the context of reviews since they could not show a significant effect from review 
valence on movies' box office revenues.8 Tirunillai and Tellis (2012) examined the effects of 
negative and positive eWoM on stock market performance. They found an asymmetric effect—
whereas negative eWoM has a significant negative effect on abnormal returns with a short 
“wear-in” and long “wear-out,” positive eWoM has no significant effect on these metrics. 
Further, negative eWoM has a significant positive effect on trading volume. Idiosyncratic risk 
increases significantly with negative information in eWoM, while positive information does not 
have much influence on the risk of the firm. In the context of posts on social networks, Tang, 
Fang, and Wang (2014) showed that positive and negative eWoM do not have a direct effect on 
sales but provide opportunities for consumers to process product-related information. Both 
mixed and indifferent-neutral eWoM affect consumers’ motivation and ability to process 
 
8 Duan, Gu, and Whinston (2008) mentioned in their article that their finding is contrary to what prior studies have 
demonstrated.  
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positive and negative eWoM, whereas mixed-neutral eWoM amplifies the impact of positive 
and negative eWoM on purchase intention, whereas indifferent-neutral eWoM weakens it. 
    Verbal design 
 Besides valence & sentiment, the verbal design of content has been studied extensively 
in the area of earned media. Predominantly, firm and touchpoint performance were the subjects 
of investigations.  
 Impact on consumer mind-set metrics. Schlosser (2011) took two and one-sided 
arguments into account and found that two sides are not always more helpful and can, therewith, 
even be less persuasive (in terms of attitude) than presenting one side. Specifically, the effects 
of two versus one-sided arguments depend on the reviewer's overall rating. In fact, when the 
reviewer's rating is extreme in one way (either extremely positive or negative), two-sided 
reviews are no more helpful and, in turn, are less persuasive than one-sided reviews. 
 Impact on firm and touchpoint performance. Archak, Ghose, and Ipeirotis (2011) 
examined the textual content of reviews and developed a list of 20 opinion phrases and product 
attributes used in reviews of digital cameras, camcorders, and PDAs that significantly increase 
sales. The list comprises, e.g., “design/feel”, “display/screen”, “tech.support”, “battery life”, 
“ease of use” or “video quality” (see Archak, Ghose, and Ipeirotis (2011, p. 13) for complete 
list). Other researchers took language styles into account. For example, Kronrod and Danziger 
(2013) examined the effectiveness of figurative language (i.e., the use of words and expressions 
employing their indirect meaning to convey an additional connotation beyond that of their 
lexical sense, e.g. “climbing the wall”, which means being upset) for hedonic and utilitarian 
consumption goals. They showed that reviews containing more figurative language lead to more 
favorable attitudes in hedonic, but not utilitarian, consumption contexts. Therewith, reading a 
review containing figurative language increases the likelihood of purchase of hedonic over 
utilitarian products. Likewise, Moore (2012) studied the impact of linguistic styles in user 
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reviews on touchpoint performance (users’ intentions to retell the story in the review). 
Particularly, the author compared explaining language (i.e., the inclusion of explanations for 
why experiences with a product happened, e.g. "I adored the cookies because they had 
sprinkles") with non-explaining language (e.g. “I bought some awesome sprinkle cookies”). 
Compared to non-explaining language, explaining language positively influences storytellers 
by increasing their understanding of consumption experiences. Understanding reduces 
storytellers’ evaluations of positive and negative hedonic experiences but polarizes storytellers’ 
evaluations of positive and negative utilitarian experiences. In sum, explaining language 
enhances users’ intention to retell a story.  
    Concrete cues 
 Impact on consumer mind-set metrics. Goldenberg, Oestreicher-Singer, and Reichman 
(2010) examined a rarely investigated form of concrete cues, namely the inclusion of user-
generated links in social network posts and find that user-generated links improve exploration 
efficiency by leading consumers to find better content more quickly. Therewith, overall 
consumer satisfaction increases. 
 Impact on firm and touchpoint performance. Researchers who investigated concrete 
cues in earned media mainly focused on the inclusion of star ratings in a consumer review. It 
has to be distinguished between the mere inclusion of a star rating and its inherent sentiment. 
Hu et al. (2014) showed that the existence of a star rating does not drive sales directly, however, 
they show that star ratings as a transmitter of sentiments have a positive and significant impact 
on sales. Chevalier and Mayzlin (2006) found this effect as well but additionally could show 
that a 1-star rating has a greater effect on sales than a 5-star rating. Moreover, Dhar and Chang 
(2009) brought a time factor in and demonstrated for the music industry that the average 
consumer rating of songs through a star rating was significant in predicting sales, particularly 
one week ahead album release. Nam and Kannan (2014) explored a very specific topic, i.e., the 
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impact of social tags in social network posts on firm performance. Social tagging is a way for 
online users to categorize, describe and share web content by using their own keywords, i.e. 
tags. The authors found that when social tags reflect brand familiarity, favorability of 
associations, and competitive overlaps of brand associations (i.e., the extent to which brand 
associations are linked to the product category), they are significantly associated with firm 
value.   
    Visual design 
 Impact on firm performance and perceptual attributes (tier 2). Visual design belongs to 
the less investigated content dimension in earned media. Chevalier and Mayzlin (2006), as well 
as Pan and Zhang (2011), examined the length of a review. Chevalier and Mayzlin (2006) 
evidenced that consumer relies more on long review texts (in terms of the total number of 
characters in the online review) than on simple and short summary statistics when it comes to 
purchase decisions. Pan and Zhang (2011) demonstrated more precisely that review length has 
a positive and significant impact on perceived helpfulness, which is more prominent for 
utilitarian than for hedonic products. 
    Personalization & targeting 
 Impact on firm performance. I identified only one article that accounts for 
personalization & targeting in the context of earned media. Ludwig et al. (2012) studied 
particularly the so-called linguistic style matches, i.e., the congruity between a product review 
and the interest group’s linguistic style. The authors showed that high levels of linguistic style 
matches results in higher conversion rates. 
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    Perceptual attributes 
 Impact on perceptual attributes.9 In the context of perceptual attributes, perceived 
credibility as well as emotions of reviews, have been studied by researchers. Weathers, Swain, 
and Grover (2015) showed that the perceived credibility of a review, which is established 
through the trust and expertise of the reviewer, significantly increases perceived review 
helpfulness. Further, Felbermayr and Nanopoulos (2016) examined how emotions in a review 
shape the perceived quality of a review. By extracting various emotions, they found that trust, 
joy, and anticipation are the most decisive emotion quality dimensions.     
7 Conclusion 
   7.1 Managerial Implications 
 As far as the managerial perspective is concerned, this review helps marketers mind 
critical factors in content creation and assessment across paid, owned, and earned media. The 
article demonstrated that particularly six distinct content dimensions are important to consider 
when creating and assessing content, namely verbal and visual design, concrete cues, valence 
& sentiment, congruity & alignment, and personalization & targeting. On the one hand, these 
dimensions are crucial for marketers to acknowledge when creating firm-generating content 
(FGC). On the other hand, they are essential for user-generated content (UGC) in terms of 
content assessment since marketers should be aware of the firm-related consequences of 
consumers’ online chatter. Even though consumers’ discussions and written opinions do not 
directly lie in control of the firm itself, it is useful for marketers to assess the impact of, e.g., 
negative reviews. In the following, I take each content dimension on an abstract level into 
account.  
 
9 Note that this stream was not listed in the framework due to the low number of studies. 
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 The verbal design refers to everything concerning textual styles. For FGC, marketers 
should mind the inclusion of certain appeals like prices or sales promotions. Further, they need 
to think about how detailed and complex descriptions of products should be and which product 
features shall be highlighted. In social media, marketers have the option to directly interact with 
consumers—they can ask consumers a question or encourage them to comment on a post. 
Moreover, the choice of a language style is an important decision. It can be analytical based on 
hard facts or more narrative storytelling, normative reciprocity or a utilitarian argument, or 
denial vs. apologetic style in case a consumer complaint has happened. Also, rhetorical styles 
like alliterations or word repetitions are possible rhetorical options. For UGC, marketers should 
pay attention to certain opinion phrases (e.g., are certain features of the product mentioned?). 
Likewise to FGC, also language styles (e.g., explaining vs. non-explaining language) can be 
assessed. 
 The visual design refers to the appearance of content. In FGC, marketers have to decide 
on the use of pictures, visuals, videos, and on the complexity of media richness in general. 
Further, the length of an ad or a content post is of importance. For UGC, marketers should 
primarily pay attention to the length of a review.  
 Concrete cues refer to the existence of specific components in a touchpoint. In FGC, 
this is particularly crucial for websites. Marketers can include a variety of different cues, e.g., 
an online agent, a comparison matrix, functionality features like search functions, or various 
hyperlinks. Concerning UGC, marketers should evaluate whether a star rating is used in a 
review, the type of user-generated links as well as social tags.   
 Valence & sentiment refer to how content is presented in terms of valuation. In FGC 
creation as well as for UGC assessment, marketers should take note of whether the content 
embodies positivity, neutral sentiment, or negativity and if these sentiments relate to certain 
product features.  
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 Congruity & alignment refer to the alignment of content to any type of context. In FGC, 
it is crucial for marketers to consider if, e.g., a display banner should be aligned to the context 
(e.g., websites or social media) or whether incongruity is preferred. A unique form are cross-
message compositions, meaning marketers may want to split messages across more than one 
content post and, thereby, sequentially tell a story or provide facts. Another option would be to 
include traditional media by, e.g., telling stories across digital content and TV commercials. 
For UGC, this dimension was found to be not relevant.  
 Personalization & targeting refers to the alignment of content to consumers. In FGC, 
marketers should decide whether they want to exclusively address a certain group of consumers 
based on their characteristics, target certain consumers based on their browsing history, or just 
personalize, e.g., e-mail newsletters. Particularly for websites, marketers can personalize the 
content based on, e.g., the customers’ cognitive styles, which is found to be an effective form, 
however, quite complex in implementation. Concerning UGC, it makes sense to consider 
whether the linguistic style of the content matches the interest group.   
 Perceptual attributes refer to how the content is perceived by consumers and, therefore, 
are quite hard to assess from a marketer’s point of view. It does not directly classify as a content 
dimension but rather as a measure of successful implementation of content dimensions. In FGC, 
it is important for marketers to know that consumers perceive content as positive when, e.g., 
infotainment, usefulness, credibility, truthfulness, and outrageousness is present. Particularly 
for websites, perceived privacy and helpful website functionalities are of importance. For UGC, 
also credibility, as well as emotions, play an important role. 
 Having provided managerial implications on an abstract level above, I next outline the 
most notable results for managers on a more detailed level. Since results were quite diverse 
with regards to consequences and moderators, I derive implications out of results that various 
researchers share. 
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 In paid media, ad-context congruity is a prominent subject. A display banner that is 
aligned to the context basically is found to be beneficial in terms of positive consumer 
perceptions (e.g. Zhang and Mao 2016), purchase intentions, and conversion (e.g., de Haan, 
Wiesel, and Pauwels 2016). However, marketers should not simultaneously apply a too 
obtrusive visual design like videos or pop-ups since this leads to consumer privacy concerns 
(Goldfarb and Tucker 2011). Further, an incongruent display banner causes a lot of attention 
on the banner. Marketers must balance their goals here. On the one hand, brand recall and 
recognition increase (e.g., Moore, Stammerjohan, and Coulter 2005) but on the other hand, the 
recognition of the banner as advertising is higher, which might lead to negative consequences 
such as skipping the (video) ad or negative evaluations of the publisher (e.g., Campbell et al. 
2017; Wojdynski and Evans 2016). Furthermore, the personalization of display banners can 
increase click-through rates and conversion (Bleier and Eisenbeiss 2015a; Lambrecht and 
Tucker 2013), however, the approach is more suitable for firms that are perceived as trustworthy 
(Bleier and Eisenbeiss 2015b). Besides that, marketers should pay attention to create 
entertainment, informativeness, and usefulness in display ads in order to enhance clicks (e.g., 
Zhang and Mao 2016). 
 Specifically for social media posts (owned media), it is recommendable for marketers 
to create a certain degree of interactivity. For instance, directly addressing the consumer with a 
question and the use of videos positively influence consumer engagement (e.g., De Vries, 
Gensler, and Leeflang 2012; Rooderkerk and Pauwels 2016). Moreover, in particular for 
complex websites, it makes sense to implement an online agent that helps consumers to deal 
with the content of the site and to guide them through offered services (Bleier, Harmeling, and 
Palmatier 2019; Köhler et al. 2011). Further, it appears to be beneficial in terms of the customer 
experience to implement advanced text and graphics content and offer the user a variety of 
concrete cues (e.g., Danaher, Mullarkey, and Essegaier (2006). However, at the same time, 
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marketers have to pay attention that the website does not appear too overloaded and that website 
functionalities remain goal-directed (Ha and Stoel 2012). 
 What can marketers learn from listening in on earned media? Simply put, with positive 
eWoM, regardless of the concrete touchpoint, marketers may expect an increase in sales and 
conversion (e.g., Chevalier and Mayzlin 2006; Hu et al. 2014; Ludwig et al. 2012). Of course, 
marketers have to consider the volume of chatter as well (e.g., Duan, Gu, and Whinston 2008).10 
Particularly marketers of weak brands may assume a shift in sales due to positive eWoM, while 
strong brands may not be affected (e.g., Ho-Dac, Carson, and Moore 2013). In some cases, even 
a negative review may enhance sales due to the increased attention it evokes. However, Berger, 
Sorensen, and Rasmussen (2010) only show this for books from unknown authors.  
   7.2 Directions for Future Research 
    General notes      
 In general, the study results were quite fragmented since a huge number of diverse 
content has been investigated in several combinations with consequences, using various 
moderators and mediators. In addition, the domain of this research is still fairly new to 
marketing—only from 2012 on, a serious shift in the number of publications is recognizable. 
Therefore, research in general still needs to densify results, replicate studies in different settings, 
and finally establish conventional wisdom on content dimensions and the consequences in 
digital media types.  
 Moreover, like Lemon and Verhoef (2016) already have outlined, it is important for 
firms to create an integrated customer experience across various touchpoints. Therefore, the 
need for research in this context increased. It should be promising for future research to take 
not only a single media type into account but to consider the customer journey as a holistic 
approach across paid, owned, and earned media. In this context, also offline channels might be 
 
10 Note that volume was not part of this literature review as outlined in section 2.  
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considered as part of the customer journey. For example, researchers may want to investigate 
the appearance of the point-of-sale and its alignment to online touchpoints.  
    Paid media 
 Research on the consequences of content dimensions in paid media has been quite stable 
from 2011 on—1 to 4 articles in the leading marketing journals have been published each year. 
However, as demonstrated in this paper, the majority focused on display advertising and its 
website congruity as well as personalization approaches. Yet, little is known about novel 
approaches such as native advertising. Wojdynski and Evans (2016) are one of the few authors 
that took this subject into account. They examined the use of certain words such as “advertising” 
or “sponsored” and found that the use of those words in the content increases the advertising 
recognition. Since this finding is quite intuitive, it would be interesting to investigate more 
complex designs in this field. Native advertising mostly consists of texts, similar to a news 
article. Therefore, it would be reasonable to examine the impact of verbal designs on firm-
related consequences. Investigations in native advertising as a fairly new marketing 
communication approach appear worthwhile since expenditures in this field have nearly 
doubled during the last years (e.g., from 10.7 billion U.S. dollars in 2015 to 21 billion U.S. 
dollars in 2018 in the United States according to Statista 2019b). 
 Moreover, effects on touchpoint performance have mainly been discovered, while firm 
performance, as well as consumer mind-set metrics, have less been explored. This still 
represents a research gap and offers a road for further research.  
    Owned media  
 For owned media, research foci appeared quite balanced across content dimensions and 
their consequences. However, websites have been the major subject of investigations, while 
research in the context of social network pages has less been conducted. Given the increasing 
importance of this channel for digital marketing due to its immense consumer reach (estimates 
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go up to approximately 3 billion users worldwide in 2020 according to Statista 2018), social 
network fan pages offer a promising field for researchers in general. Specifically, studies that 
actually investigated owned media in the social network or blog environment, solely focus on 
single FGC posts. It would be interesting to not only take a single post into consideration but 
to examine the social network fan page or the blog page in total. Researchers may want to study 
the mix of different content posts on a whole page and provide insights into the best share of 
different content on such a page. 
 Further, digital content marketing (DCM), which typically appears in owned media due 
to low publishing costs (Feng and Ots 2015), has not been empirically investigated in the 
leading marketing journals. Nevertheless, expenditure in DCM is on a steady rise and the topic 
becomes more and more important for marketing research (Statista 2019c). Even though 
conceptual papers came up recently (e.g., Hollebeek and Macky 2019), there are still numerous 
opportunities to approach DCM empirically. For instance, researchers could examine the 
importance of specific content dimensions in DCM. 
    Earned media  
 Research on earned media shows a huge emphasis on reviews and their impact on firm 
performance. In particular, the valence of such reviews has been the subject of investigations. 
What is still missing are profound analyses of concrete cues in earned media. Nam and Kannan 
(2014) as well as Goldenberg, Oestreicher-Singer, and Reichman (2010) are one of the few 
researchers that examined the use of social tags and links, respectively. However, there are a 
variety of further concrete cues that consumers frequently use in earned media, for instance, 
emojis or other types of links (e.g., to other users). Furthermore, it also might be interesting to 
involve the landing page on which a hyperlink leads to. Does the landing page has an impact 
on content perception?   
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 Further, one of the recent MSI research priorities is the question of whether consumers 
should be involved in the co-creation of content and, if so, how (MSI 2018). Some researchers 
already have addressed this topic (e.g., Gatzweiler, Blazevic, and Piller 2017; Watson et al. 
2018), however, this review revealed that research in the renowned marketing journals still has 
not addressed the impact of co-created content on firm-related consequences. Therefore, this 
area offers a promising road for future research.    
   7.3 Limitations  
 As with any study, the present review article contains some limitations that are explained 
in the following. Mainly, the limitations represent restrictions that were necessary to set in order 
to narrow the scope for a feasible literature review.   
 First, I exclusively focused on highly rated marketing journals (A+, A, and B journals 
according to VHB-JOURQUAL 3 2015) to achieve a literature review of high-quality articles. 
Consequently, research published in lower ranked journals, working papers, or dissertations 
was omitted. Moreover, I concentrated on the marketing perspective, not taking, e.g., 
information systems literature into account.  
 Second, as with any literature review, complete certainty of all relevant papers being 
included does not exist. I applied neat and conscientious keyword searches as outlined in section 
3, however, there always might be some papers left that use other and rarer terminology and, 
therefore, are omitted in this review.  
 Third, it should be noted that the assignment of extracted executional content cues to 
content dimensions was conducted to the best of my belief. I used established content 
dimensions out of the literature and conscientiously followed a consistent allocation according 
to the definitions, however, the assignment could be validated by further expert judgment in the 
future.   
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th
ei
r p
ro
du
ct
 p
re
fe
re
nc
es
 h
av
e 
ev
ol
ve
d 
(e
.g
., 
vi
si
tin
g 
re
vi
ew
 w
eb
si
te
s)
, d
yn
am
ic
 re
ta
rg
et
ed
 a
ds
 n
o 
lo
ng
er
 u
nd
er
pe
rf
or
m
.
Li
 a
nd
 L
o 
(2
01
5)
Pa
id
D
is
pl
ay
 a
dv
er
tis
in
g
- A
d 
le
ng
th
- A
d-
co
nt
ex
t c
on
gr
ui
ty
Vi
su
al
 d
es
ig
n 
-- C
on
gr
ui
ty
 &
 a
lig
nm
en
t
- B
ra
nd
 n
am
e 
re
co
gn
iti
on
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
1
T
he
 e
ff
ec
ts
 o
f a
d 
le
ng
th
, a
d 
po
si
ti
on
, a
nd
 a
d-
co
nt
ex
t c
on
gr
ui
ty
 o
n 
br
an
d 
na
m
e 
re
co
gn
it
io
n 
in
 a
n 
on
lin
e 
in
-s
tr
ea
m
 v
id
eo
 a
dv
er
tis
in
g 
co
nt
ex
t w
er
e 
in
ve
st
ig
at
ed
. 
Fi
nd
in
gs
 in
di
ca
te
d 
th
at
 lo
ng
 a
ds
 e
nh
an
ce
 re
co
gn
iti
on
. M
id
-r
ol
l a
ds
 le
ad
 to
 b
et
te
r 
br
an
d 
na
m
e 
re
co
gn
iti
on
 th
an
 p
re
-r
ol
l a
nd
 p
os
t-
ro
ll 
ad
s 
be
ca
us
e 
of
 a
tt
en
tio
n 
sp
ill
ov
er
. H
ow
ev
er
, a
 m
id
-r
ol
l a
d 
is
 fu
til
e 
w
he
n 
th
e 
ad
 is
 u
nr
el
at
ed
 to
 th
e 
vi
de
o 
co
nt
en
t. 
In
 c
on
tr
as
t,  
po
st
-r
ol
l a
ds
 c
an
 im
pr
ov
e 
br
an
d 
na
m
e 
re
co
gn
iti
on
 in
 a
n 
in
co
ng
ru
en
t c
on
te
xt
.
M
itr
a,
 R
ay
m
on
d,
 a
nd
 
H
op
ki
ns
 (2
00
8)
Pa
id
D
is
pl
ay
 a
dv
er
tis
in
g
- L
ev
el
 o
f m
ed
ia
 ri
ch
ne
ss
 (u
se
 o
f a
ni
m
at
io
ns
 
an
d 
m
us
ic
)
↕ - A
d 
co
nt
en
t (
tr
ut
hf
ul
 v
s.
 m
is
le
ad
in
g)
Vi
su
al
 d
es
ig
n 
↕ Pe
rc
ep
tu
al
 a
ttr
ib
ut
es
- A
tt
rib
ut
e 
be
lie
fs
- C
la
im
-r
el
at
ed
 th
ou
gh
ts
- W
eb
si
te
 re
la
te
d 
th
ou
gh
ts
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
3
T
he
 a
ut
ho
rs
 fo
un
d 
th
at
 c
on
su
m
er
 b
el
ie
fs
 in
 re
sp
on
se
 to
 o
nl
in
e 
ad
ve
rt
is
in
g 
co
nt
en
t d
ep
en
d 
up
on
 th
e  
le
ve
l o
f m
ed
ia
 r
ic
hn
es
s 
of
 th
e 
on
lin
e 
ad
 a
nd
 th
at
 
co
ns
um
er
s’
 m
ot
iv
at
io
n 
to
 p
ro
ce
ss
 th
e 
ad
ve
rt
is
in
g 
in
fo
rm
at
io
n 
m
od
er
at
es
 th
es
e 
ef
fe
ct
s.
 R
es
ul
ts
 s
ho
w
ed
 th
at
 u
nd
er
 h
ig
h 
in
vo
lv
em
en
t c
on
di
tio
ns
, p
ro
du
ct
 
at
tr
ib
ut
e 
be
li
ef
s 
w
er
e 
af
fe
ct
ed
 b
y 
pe
rc
ei
ve
d 
tr
ut
hf
ul
 v
s.
 m
is
le
ad
in
g 
ad
ve
rt
is
in
g 
co
nt
en
t, 
re
ga
rd
le
ss
 o
f t
he
 le
ve
l o
f m
ed
ia
 ri
ch
ne
ss
 o
f t
he
 w
eb
si
te
. I
n 
co
nt
ra
st
, t
he
 
be
lie
fs
 o
f l
ow
 in
vo
lv
em
en
t c
on
su
m
er
s 
w
er
e 
af
fe
ct
ed
 b
y 
tr
ut
hf
ul
 v
s.
 m
is
le
ad
in
g 
ad
ve
rt
is
in
g 
co
nt
en
t  o
nl
y 
w
he
n 
m
ed
ia
 r
ic
hn
es
s 
w
as
 lo
w
.
M
oo
re
, S
ta
m
m
er
jo
ha
n,
 a
nd
 
C
ou
lte
r (
20
05
)
Pa
id
D
is
pl
ay
 a
dv
er
tis
in
g
- A
d-
co
nt
ex
t c
on
gr
ui
ty
C
on
gr
ui
ty
 &
 a
lig
nm
en
t 
- R
ec
al
l
- R
ec
og
ni
tio
n
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
1
T
he
 a
ut
ho
rs
 c
on
si
de
re
d 
th
e 
ef
fe
ct
s 
of
 c
on
gr
ui
ty
 b
et
w
ee
n 
th
e 
pr
od
uc
t f
oc
i o
f t
he
 
ad
ve
rt
is
er
 a
nd
 th
e 
w
eb
si
te
 o
n 
m
ea
su
re
s 
of
 a
tt
en
tio
n 
(i.
e.
, r
ec
al
l a
nd
 r
ec
og
ni
ti
on
) 
an
d 
at
ti
tu
de
s 
to
w
ar
d 
th
e 
ad
 a
nd
 th
e 
w
eb
si
te
. R
es
ul
ts
 in
di
ca
te
d 
th
at
 in
co
ng
ru
it
y 
ha
s 
a 
m
or
e 
fa
vo
ra
bl
e 
ef
fe
ct
 o
n 
re
ca
ll
 a
nd
 r
ec
og
ni
ti
on
, w
he
re
as
 c
on
gr
ui
ty
 h
as
 
m
or
e 
fa
vo
ra
bl
e 
ef
fe
ct
s 
on
 a
tt
it
ud
es
.
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 Ro
eh
m
 a
nd
 R
oe
hm
 (2
00
1)
Pa
id
D
is
pl
ay
 a
dv
er
tis
in
g
- H
yb
rid
 s
pl
it 
co
nt
en
t 
  (
te
le
vi
si
on
/o
nl
in
e)
C
on
gr
ui
ty
 &
 a
lig
nm
en
t
- A
tt
itu
de
s 
to
w
ar
d 
an
 
ad
ve
rt
is
ed
 p
ro
du
ct
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
1
A
n 
em
er
gi
ng
 fo
rm
 o
f t
he
 s
pl
it 
ad
 s
tr
at
eg
y 
co
m
bi
ne
s 
a 
sh
or
t a
d 
in
 o
ne
 m
ed
iu
m
 
w
ith
 a
 s
ec
on
d 
sh
or
t a
d 
th
at
 a
pp
ea
rs
 in
 a
 c
om
pl
et
el
y 
di
ff
er
en
t m
ed
iu
m
. T
w
o 
st
ud
ie
s 
in
ve
st
ig
at
ed
 th
e 
re
la
tiv
e 
ef
fe
ct
iv
en
es
s 
of
 "
hy
br
id
 s
pl
it
 a
ds
'', 
i.e
. 
co
m
bi
ni
ng
 a
n 
ad
 in
 a
 tr
ad
iti
on
al
 m
ed
iu
m
 w
ith
 a
n 
ad
de
nd
um
 a
d 
on
 a
 w
eb
si
te
. 
R
es
ul
ts
 in
di
ca
te
 th
at
 a
 h
yb
rid
 s
pl
it 
ad
 c
an
 p
ro
du
ce
 m
or
e 
po
si
tiv
e 
at
ti
tu
de
s 
to
w
ar
d 
an
 a
dv
er
ti
se
d 
pr
od
uc
t t
ha
n 
a 
tr
ad
iti
on
al
 u
ni
nt
er
ru
pt
ed
 a
d.
Sa
hn
i, 
W
he
el
er
, a
nd
 
C
hi
nt
ag
un
ta
 (2
01
8)
Pa
id
E-
m
ai
l
- P
er
so
na
liz
at
io
n
Pe
rs
on
al
iz
at
io
n 
&
 
ta
rg
et
in
g 
- O
pe
n 
ra
te
 
↓ - S
al
es
- U
ns
ub
sc
rip
tio
ns
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
 
-- Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 fo
un
d 
th
at
 p
er
so
na
li
zi
ng
 e
-m
ai
ls
 b
y 
ad
di
ng
 c
on
su
m
er
-s
pe
ci
fi
c 
in
fo
rm
at
io
n 
(e
.g
., 
re
ci
pi
en
t’
s 
na
m
e)
 b
en
ef
its
 th
e 
ad
ve
rt
is
er
s.
 T
he
y 
fo
un
d 
th
at
 
ad
di
ng
 th
e 
na
m
e 
of
 th
e 
m
es
sa
ge
 r
ec
ip
ie
nt
 to
 th
e 
e-
m
ai
l’s
 s
ub
je
ct
 li
ne
 in
cr
ea
se
d 
th
e 
pr
ob
ab
il
it
y 
of
 th
e 
re
ci
pi
en
t o
pe
ni
ng
 it
 b
y 
20
%
 (f
ro
m
 9
.0
5%
 to
 1
0.
80
%
), 
w
hi
ch
 tr
an
sl
at
ed
 to
 a
n 
in
cr
ea
se
 in
 s
al
es
’ l
ea
ds
 b
y 
31
%
 (f
ro
m
 0
.3
9%
 to
 0
.5
1%
) a
nd
 
a 
re
du
ct
io
n 
in
 th
e 
nu
m
be
r o
f i
nd
iv
id
ua
ls
 u
ns
ub
sc
rib
in
g 
fr
om
 th
e 
e-
m
ai
l c
am
pa
ig
n 
by
 1
7%
 (f
ro
m
 1
.2
%
 to
 1
.0
%
).
T
uc
ke
r (
20
14
)
Pa
id
So
ci
al
 m
ed
ia
 a
dv
er
tis
in
g
- P
er
so
na
liz
at
io
n
- T
ar
ge
tin
g
Pe
rs
on
al
iz
at
io
n 
&
 
ta
rg
et
in
g 
- C
lic
k-
th
ro
ug
h
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
r e
xa
m
in
ed
 th
e 
ef
fe
ct
iv
en
es
s 
of
 p
er
so
na
li
zi
ng
 a
d 
te
xt
 w
ith
 u
se
r-
po
st
ed
 
pe
rs
on
al
 in
fo
rm
at
io
n 
re
la
tiv
e 
to
 g
en
er
ic
 te
xt
. F
ac
eb
oo
k 
ga
ve
 u
se
rs
 m
or
e 
co
nt
ro
l 
ov
er
 th
ei
r p
er
so
na
lly
 id
en
tif
ia
bl
e 
in
fo
rm
at
io
n 
in
 th
e 
m
id
dl
e 
of
 th
e 
fie
ld
 te
st
. 
B
ef
or
e 
th
e 
po
lic
y 
ch
an
ge
, p
er
so
na
li
ze
d 
ad
s 
di
d 
no
t p
er
fo
rm
 p
ar
tic
ul
ar
ly
 w
el
l. 
A
ft
er
 th
is
 e
nh
an
ce
m
en
t o
f p
er
ce
iv
ed
 c
on
tr
ol
 o
ve
r p
riv
ac
y,
 u
se
rs
 w
er
e 
ne
ar
ly
 
tw
ic
e 
as
 li
k
el
y 
to
 c
li
ck
 o
n 
pe
rs
on
al
iz
ed
 a
ds
. A
ds
 th
at
 ta
rg
et
ed
 b
ut
 d
id
 n
ot
 u
se
 
pe
rs
on
al
iz
ed
 te
xt
 re
m
ai
ne
d 
un
ch
an
ge
d 
in
 e
ff
ec
tiv
en
es
s 
in
 te
rm
s 
of
 c
li
ck
-
th
ro
ug
h.
 T
he
 in
cr
ea
se
 in
 e
ff
ec
tiv
en
es
s 
w
as
 la
rg
er
 fo
r a
ds
 th
at
 u
se
d 
m
or
e 
un
iq
ue
 
pr
iv
at
e 
in
fo
rm
at
io
n 
to
 p
er
so
na
liz
e 
th
ei
r m
es
sa
ge
 a
nd
 fo
r t
ar
ge
t g
ro
up
s 
th
at
 w
er
e 
m
or
e 
lik
el
y 
to
 u
se
 o
pt
-o
ut
 p
riv
ac
y 
se
tt
in
gs
.
T
uc
ke
r (
20
15
)
Pa
id
D
is
pl
ay
 a
dv
er
tis
in
g
- P
er
ce
iv
ed
 h
um
or
- P
er
ce
iv
ed
 v
is
ua
l a
pp
ea
l
- P
er
ce
iv
ed
 o
ut
ra
ge
ou
sn
es
s
Pe
rc
ep
tu
al
 a
ttr
ib
ut
es
 
- N
um
be
r o
f v
ie
w
s
- S
ha
rin
g 
th
e 
ad
↕ - P
er
su
as
iv
en
es
s 
(in
 te
rm
s 
of
 
at
tit
ud
e 
to
w
ar
d 
th
e 
pr
od
uc
t)
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
-- C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
 
4
T
he
 a
ut
ho
r f
ou
nd
 th
at
 re
la
tiv
e 
ad
 p
er
su
as
iv
en
es
s 
is
 o
n 
av
er
ag
e 
10
%
 lo
w
er
 fo
r 
ev
er
y 
on
e 
m
ill
io
n 
vi
ew
s 
th
at
 th
e 
vi
de
o 
ad
 a
ch
ie
ve
s.
 A
 jo
in
t s
pe
ci
fic
at
io
n 
su
gg
es
te
d 
th
at
 p
er
ce
iv
ed
 o
ut
ra
ge
ou
s 
ad
s 
th
at
 a
ch
ie
ve
 h
ig
h 
vi
ew
s 
ar
e 
al
so
 le
ss
 
pe
rs
ua
si
ve
. T
ho
ug
h 
ou
tr
ag
eo
us
ne
ss
 is
 s
uf
fic
ie
nt
 to
 in
du
ce
 p
ar
tic
ip
an
ts
 to
 s
ha
re
 
an
 a
d ,
 th
e 
ef
fe
ct
 o
n 
ad
 p
er
su
as
iv
en
es
s 
is
 n
eg
at
iv
e.
 B
y 
co
nt
ra
st
, h
um
or
ou
s 
ad
s 
ca
n 
ac
hi
ev
e 
hi
gh
 v
ie
w
s 
an
d 
be
 s
im
ul
ta
ne
ou
sl
y 
pe
rs
ua
si
ve
.
W
oj
dy
ns
ki
 a
nd
 E
va
ns
 
(2
01
6)
Pa
id
N
at
iv
e 
ad
ve
rt
is
in
g
- D
is
cl
os
ur
e 
la
ng
ua
ge
Ve
rb
al
 d
es
ig
n
- R
ec
og
ni
tio
n 
of
 th
e 
co
nt
en
t a
s 
ad
ve
rt
is
in
g
- P
ub
lis
he
r e
va
lu
at
io
ns
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
1
T
he
 a
ut
ho
rs
 e
xa
m
in
ed
 e
ff
ec
ts
 o
f l
an
gu
ag
e 
(a
nd
 p
os
iti
on
in
g)
 in
 n
at
iv
e 
ad
ve
rt
is
in
g 
di
sc
lo
su
re
s 
on
 r
ec
og
ni
ti
on
 o
f t
he
 c
on
te
nt
 a
s 
ad
ve
rt
is
in
g,
 e
ff
ec
ts
 o
f 
re
co
gn
it
io
n 
on
 b
ra
nd
 a
nd
 p
ub
lis
he
r e
va
lu
at
io
ns
. F
in
di
ng
s 
sh
ow
ed
 th
at
 m
id
dl
e 
or
 
bo
tt
om
 p
os
iti
on
in
g 
an
d 
w
or
di
ng
 u
si
ng
 “
ad
ve
rt
is
in
g”
 o
r “
sp
on
so
re
d”
 in
cr
ea
se
s 
ad
ve
rt
is
in
g 
re
co
gn
it
io
n 
co
m
pa
re
d 
to
 o
th
er
 c
on
di
tio
ns
, a
nd
 a
d 
re
co
gn
it
io
n 
ge
ne
ra
lly
 le
d 
to
 m
or
e 
ne
ga
tiv
e 
pu
bl
is
he
r 
ev
al
ua
ti
on
s.
Z
an
ja
ni
, D
ia
m
on
d,
 a
nd
 C
ha
n 
(2
01
1)
Pa
id
D
is
pl
ay
 a
dv
er
tis
in
g
- A
d-
co
nt
ex
t c
on
gr
ui
ty
C
on
gr
ui
ty
 &
 a
lig
nm
en
t
A
d 
m
em
or
y 
- R
ec
al
l
- R
ec
og
ni
tio
n
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
1
T
hi
s 
re
se
ar
ch
 e
xa
m
in
ed
 ta
sk
 o
ri
en
ta
ti
on
 a
nd
 p
er
ce
iv
ed
 a
d 
cl
ut
te
r a
s 
m
od
er
at
in
g 
an
d 
m
ed
ia
tin
g 
in
flu
en
ce
s 
on
 th
e 
re
la
tio
ns
hi
p 
be
tw
ee
n 
ad
-c
on
te
xt
 c
on
gr
ui
ty
 a
nd
 
ad
 m
em
or
y 
in
 a
n 
e-
m
ag
az
in
e 
co
nt
ex
t. 
T
he
 re
su
lts
 s
ho
w
 a
d-
co
nt
ex
t c
on
gr
ui
ty
 
in
cr
ea
se
s 
ad
 r
ec
og
ni
ti
on
 fo
r 
in
fo
rm
at
io
n 
se
ek
er
s,
 w
he
re
as
 it
 d
oe
s 
no
t h
av
e 
an
y 
ef
fe
ct
 fo
r s
ur
fe
rs
 o
f a
n 
e-
m
ag
az
in
e.
 P
er
ce
iv
ed
 c
lu
tt
er
 p
la
ys
 a
 c
ru
ci
al
 ro
le
 in
 th
is
 
re
la
tio
ns
hi
p,
 p
ar
tia
lly
 m
ed
ia
tin
g 
th
e 
im
pa
ct
 o
f 
ad
-c
on
te
xt
 c
on
gr
ui
ty
 o
n 
re
ca
ll
 a
nd
 
co
m
pl
et
el
y 
m
ed
ia
tin
g 
th
e 
ef
fe
ct
 o
f a
d-
co
nt
ex
t c
on
gr
ui
ty
 o
n 
re
co
gn
it
io
n.
Z
ha
ng
 a
nd
 M
ao
 (2
01
6)
Pa
id
So
ci
al
 m
ed
ia
 a
dv
er
tis
in
g
- C
on
gr
ui
ty
 
  (
ad
/s
oc
ia
l m
ed
ia
 c
on
te
nt
)
↓ - I
nf
or
m
at
iv
en
es
s
- E
nt
er
ta
in
m
en
t
C
on
gr
ui
ty
 &
 a
lig
nm
en
t 
↓ Pe
rc
ep
tu
al
 a
ttr
ib
ut
es
- A
d 
cl
ic
ks
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
3
A
 re
se
ar
ch
 m
od
el
 w
as
 d
ev
el
op
ed
 to
 d
el
in
ea
te
, i
nt
er
 a
lia
, t
he
 e
ff
ec
ts
 o
f 
m
ot
iv
at
io
ns
 o
n 
ad
 c
li
ck
s 
vi
a 
pe
rc
ei
ve
d 
en
te
rt
ai
nm
en
t a
nd
 in
fo
rm
at
iv
en
es
s 
va
lu
es
 o
f a
ds
, i
n 
w
hi
ch
 th
e 
m
ed
ia
tin
g 
ro
le
 o
f 
co
ng
ru
it
y 
be
tw
ee
n 
ad
 a
nd
 m
ed
ia
 
co
nt
en
t i
s 
pr
op
os
ed
, t
oo
. C
on
si
de
rin
g 
co
nt
en
t d
im
en
si
on
s,
 th
e 
au
th
or
s 
fin
d 
th
at
 
pe
rc
ei
ve
d 
co
ng
ru
it
y 
po
si
tiv
el
y 
af
fe
ct
s 
pe
rc
ei
ve
d 
in
fo
rm
at
iv
en
es
s 
an
d 
en
te
rt
ai
nm
en
t v
al
ue
s 
of
 th
e 
ad
 th
at
, i
n 
tu
rn
, i
nc
re
as
e 
ad
 c
li
ck
s.
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 Au
th
or
M
ed
ia
 ty
pe
T
ou
ch
po
in
t
Ex
tr
ac
ti
on
s 
(c
on
te
nt
)
C
on
te
nt
 d
im
en
si
on
s
Ex
tr
ac
ti
on
s 
(c
on
se
qu
en
ce
s)
C
on
se
qu
en
ce
s
Ti
er
K
ey
 fi
nd
in
gs
B
le
ie
r, 
H
ar
m
el
in
g,
 a
nd
 
Pa
lm
at
ie
r (
20
19
)
O
w
ne
d
W
eb
si
te
V
er
ba
l
- L
in
gu
is
tic
 s
ty
le
- D
es
cr
ip
tiv
e 
pr
od
uc
t d
et
ai
l
- B
ul
le
te
d 
pr
od
uc
t f
ea
tu
re
s
- R
et
ur
n 
po
lic
y 
in
fo
rm
at
io
n
V
is
ua
l
- P
ro
du
ct
 fe
at
ur
e 
cr
op
- L
ife
st
yl
e 
ph
ot
o
- P
ho
to
 s
iz
e
- P
ro
du
ct
 v
id
eo
C
on
cr
et
e 
cu
es
*
- C
us
to
m
er
 s
ta
r r
at
in
gs
- E
xp
er
t e
nd
or
se
m
en
t
- C
om
pa
ris
on
 m
at
rix
- R
ec
om
m
en
da
tio
n 
ag
en
t
- C
on
te
nt
 F
ilt
er
↓ C
us
to
m
er
 e
xp
er
ie
nc
e
- I
nf
or
m
at
iv
en
es
s
- E
nt
er
ta
in
m
en
t
- S
oc
ia
l p
re
se
nc
e
- S
en
so
ry
 a
pp
ea
l
Ve
rb
al
 d
es
ig
n 
-- Vi
su
al
 d
es
ig
n 
-- C
on
cr
et
e 
cu
es
 
↓ Pe
rc
ep
tu
al
 a
ttr
ib
ut
es
- P
ur
ch
as
e
Fi
rm
 
pe
rfo
rm
an
ce
3
A
cr
os
s 
16
 e
xp
er
im
en
ts
, t
he
 a
ut
ho
rs
 in
ve
st
ig
at
ed
 h
ow
 1
3 
un
iq
ue
 w
eb
si
te
 d
es
ig
n 
el
em
en
ts
 s
ha
pe
 4
 d
im
en
si
on
s 
of
 th
e 
on
lin
e 
cu
st
om
er
 e
xp
er
ie
nc
e 
(i
nf
or
m
at
iv
en
es
s,
 e
nt
er
ta
in
m
en
t, 
so
ci
al
 p
re
se
nc
e,
 a
nd
 s
en
so
ry
 a
pp
ea
l)
 a
nd
, 
th
us
, i
nf
lu
en
ce
 p
ur
ch
as
e.
 T
he
 d
im
en
si
on
s 
of
 th
e 
cu
st
om
er
 e
xp
er
ie
nc
e 
re
pr
es
en
t 
th
e 
pe
rc
ep
tio
n 
of
 th
e 
co
nc
re
te
 d
es
ig
n 
el
em
en
ts
 o
n 
th
e 
w
eb
pa
ge
. P
ro
du
ct
 (s
ea
rc
h 
vs
. e
xp
er
ie
nc
e)
 a
nd
 b
ra
nd
 (t
ru
st
w
or
th
in
es
s)
 c
ha
ra
ct
er
is
ti
cs
 e
xa
ce
rb
at
e 
or
 
m
iti
ga
te
 th
e 
un
ce
rt
ai
nt
y 
in
he
re
nt
 in
 o
nl
in
e 
sh
op
pi
ng
, s
uc
h 
th
at
 th
ey
 m
od
er
at
e 
th
e 
in
fl
ue
nc
e 
of
 e
ac
h 
ex
pe
ri
en
ce
 d
im
en
si
on
 o
n 
pu
rc
ha
se
s.
D
an
ah
er
, M
ul
la
rk
ey
, a
nd
 
Es
se
ga
ie
r (
20
06
)
O
w
ne
d
W
eb
si
te
- T
ex
t a
nd
 g
ra
ph
ic
s 
co
nt
en
t 
- F
un
ct
io
na
lit
y 
fe
at
ur
es
- A
dv
er
tis
in
g 
co
nt
en
t
Vi
su
al
 d
es
ig
n 
-- Ve
rb
al
 d
es
ig
n 
-- C
on
cr
et
e 
cu
es
- W
eb
si
te
 v
is
it 
du
ra
tio
n
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 e
xa
m
in
ed
 fa
ct
or
s 
th
at
 a
ff
ec
t w
eb
si
te
 v
is
it
 d
ur
at
io
n,
 in
cl
ud
in
g 
us
er
 
de
m
og
ra
ph
ic
s,
 te
xt
 a
nd
 g
ra
ph
ic
s 
co
nt
en
t, 
ty
pe
 o
f s
it
e,
 p
re
se
nc
e 
of
 fu
nc
ti
on
al
it
y 
fe
at
ur
es
, p
re
se
nc
e 
of
 a
dv
er
ti
si
ng
 c
on
te
nt
, a
nd
 th
e 
nu
m
be
r o
f p
re
vi
ou
s 
vi
si
ts
. O
f 
w
eb
si
te
 c
ha
ra
ct
er
is
tic
s,
 te
xt
, g
ra
ph
ic
s,
 a
nd
 a
dv
er
ti
si
ng
 c
on
te
nt
 (o
n 
si
te
s)
, a
s 
w
el
l 
as
 w
eb
si
te
 fu
nc
ti
on
al
it
y,
 a
re
 a
ll 
si
gn
ifi
ca
nt
ly
 p
os
iti
ve
 in
flu
en
ci
ng
 th
e 
vi
si
t 
du
ra
ti
on
. T
he
 a
ut
ho
rs
 a
ls
o 
ex
am
in
ed
 in
te
ra
ct
io
ns
 b
et
w
ee
n 
de
m
og
ra
ph
ic
s 
an
d 
si
te
 c
ha
ra
ct
er
is
tic
 v
ar
ia
bl
es
: W
eb
si
te
s 
w
ith
 h
ig
he
r 
le
ve
ls
 o
f a
dv
er
ti
si
ng
 u
su
al
ly
 
re
su
lt 
in
 lo
w
er
 v
is
it
 d
ur
at
io
n,
 b
ut
 th
is
 is
 n
ot
 th
e 
ca
se
 fo
r o
ld
er
 p
eo
pl
e.
de
 V
rie
s,
 G
en
sl
er
, a
nd
 
Le
ef
la
ng
 (2
01
2)
O
w
ne
d
So
ci
al
 n
et
w
or
k 
pa
ge
- V
iv
id
ne
ss
 (v
id
eo
 in
 h
ig
h 
co
nd
iti
on
)
- I
nt
er
ac
tiv
ity
 (q
ue
st
io
n 
in
 h
ig
h 
co
nd
iti
on
)
- B
ra
nd
 o
r p
ro
du
ct
 in
fo
rm
at
io
n 
(in
fo
rm
at
io
n)
- U
nr
el
at
ed
 b
ra
nd
 c
on
te
nt
 (e
nt
er
ta
in
m
en
t)
Vi
su
al
 d
es
ig
n 
-- Ve
rb
al
 d
es
ig
n
- N
um
be
r o
f l
ik
es
- N
um
be
r o
f c
om
m
en
ts
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 d
et
er
m
in
ed
 p
os
si
bl
e 
dr
iv
er
s 
fo
r 
br
an
d 
po
st
 p
op
ul
ar
it
y 
(i.
e.
, n
um
be
r 
of
 li
k
es
 a
nd
 c
om
m
en
ts
). 
Fi
nd
in
gs
 in
di
ca
te
d 
th
at
 v
iv
id
 a
nd
 in
te
ra
ct
iv
e 
br
an
d 
po
st
 
ch
ar
ac
te
ris
tic
s 
en
ha
nc
e 
th
e 
nu
m
be
r 
of
 li
k
es
. M
or
eo
ve
r, 
th
e 
sh
ar
e 
of
 p
os
iti
ve
 
co
m
m
en
ts
 o
n 
a 
br
an
d 
po
st
 is
 p
os
iti
ve
ly
 re
la
te
d 
to
 th
e 
nu
m
be
r o
f l
ik
es
 a
nd
 
co
m
m
en
ts
. T
he
 n
um
be
r 
of
 c
om
m
en
ts
 c
an
 b
e 
en
ha
nc
ed
 b
y 
th
e 
in
te
ra
ct
iv
e 
br
an
d 
po
st
 c
ha
ra
ct
er
is
tic
, a
 q
ue
st
io
n.
 H
ow
ev
er
, t
he
 e
xp
ec
te
d 
po
si
tiv
e 
im
pa
ct
 fr
om
 
in
fo
rm
at
io
na
l a
nd
 e
nt
er
ta
in
in
g 
co
nt
en
t o
n 
po
st
 p
op
ul
ar
ity
 c
ou
ld
 n
ot
 b
e 
su
pp
or
te
d.
G
av
ila
ne
s,
 F
la
tt
en
, a
nd
 
B
re
tt
el
 (2
01
8)
O
w
ne
d
So
ci
al
 n
et
w
or
k 
pa
ge
- N
ew
 p
ro
du
ct
 a
nn
ou
nc
em
en
ts
- C
ur
re
nt
 p
ro
du
ct
 d
is
pl
ay
- S
w
ee
ps
ta
ke
s
- S
al
es
- C
us
to
m
er
 fe
ed
ba
ck
 
- O
rg
an
iz
at
io
n 
br
an
di
ng
- I
nf
ot
ai
nm
en
t
Ve
rb
al
 d
es
ig
n
C
on
su
m
er
 e
ng
ag
em
en
t
- c
lic
ks
- l
ik
es
- c
om
m
en
ts
- s
ha
re
s
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 fo
un
d 
a 
si
gn
ifi
ca
nt
 p
os
iti
ve
 e
ff
ec
t o
f t
hr
ee
 c
at
eg
or
ie
s 
(s
w
ee
ps
ta
k
es
, 
sa
le
s,
 a
nd
 c
us
to
m
er
 fe
ed
ba
ck
) o
n 
cl
ic
k
s 
(n
eu
tr
al
 c
on
su
m
pt
io
n)
. F
ur
th
er
, s
al
es
, 
in
fo
ta
in
m
en
t,  
an
d 
cu
rr
en
t p
ro
du
ct
 d
is
pl
ay
 s
ig
ni
fic
an
tly
 d
ro
ve
 li
k
es
 (p
os
iti
ve
 
fil
te
rin
g)
. M
or
eo
ve
r, 
th
re
e 
ca
te
go
rie
s 
(s
w
ee
ps
ta
k
es
, c
us
to
m
er
 fe
ed
ba
ck
, a
nd
 
in
fo
ta
in
m
en
t)
 a
re
 d
riv
in
g 
a 
hi
gh
er
 le
ve
l o
f e
ng
ag
em
en
t t
hr
ou
gh
 c
om
m
en
ts
 
(a
ff
ec
tiv
e 
an
d 
co
gn
iti
ve
 p
ro
ce
ss
in
g)
, w
hi
le
 o
nl
y 
in
fo
ta
in
m
en
t a
nd
 s
w
ee
ps
ta
k
es
 
dr
iv
e 
sh
ar
es
 (b
ra
nd
 a
dv
oc
ac
y)
. O
rg
an
iz
at
io
n 
br
an
di
ng
 d
id
 n
ot
 h
av
e 
a 
si
gn
ifi
ca
nt
 e
ff
ec
t o
n 
co
ns
um
er
 e
ng
ag
em
en
t.
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 Ha
 a
nd
 S
to
el
 (2
01
2)
O
w
ne
d
W
eb
si
te
Q
ua
lit
y 
pe
rc
ep
tio
ns
 o
f
- P
riv
ac
y
- W
eb
 s
ite
 fu
nc
tio
na
lit
y
- C
us
to
m
er
 s
er
vi
ce
- E
xp
er
ie
nt
ia
l/a
tm
os
ph
er
ic
Pe
rc
ep
tu
al
 a
ttr
ib
ut
es
 
- E
-s
ho
pp
in
g 
sa
tis
fa
ct
io
n
↓ - E
-s
ho
pp
in
g 
in
te
nt
io
n
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
 
↓ Fi
rm
 
pe
rfo
rm
an
ce
4
A
m
on
g 
fo
ur
 e
-s
ho
pp
in
g 
qu
al
ity
 fa
ct
or
s 
id
en
tif
ie
d 
(p
ri
va
cy
/s
ec
ur
it
y,
 w
eb
 s
it
e 
co
nt
en
t/
fu
nc
ti
on
al
it
y ,
 c
us
to
m
er
 s
er
vi
ce
, a
nd
 e
xp
er
ie
nt
ia
l/
at
m
os
ph
er
ic
), 
w
eb
si
te
 
co
nt
en
t/
fu
nc
ti
on
al
it
y  
an
d 
at
m
os
ph
er
ic
/e
xp
er
ie
nt
ia
l q
ua
li
ty
 h
av
e 
si
gn
ifi
ca
nt
 
im
pa
ct
 o
n 
e-
sh
op
pi
ng
 s
at
is
fa
ct
io
n 
co
nt
rib
ut
in
g 
to
 e
-s
ho
pp
in
g 
in
te
nt
io
n,
 w
hi
le
 
pr
iv
ac
y/
se
cu
ri
ty
 a
nd
 c
us
to
m
er
 s
er
vi
ce
 h
av
e 
si
gn
ifi
ca
nt
 im
pa
ct
 o
n 
e-
sh
op
pi
ng
 
in
te
nt
io
n 
bu
t n
ot
 o
n 
e-
sh
op
pi
ng
 s
at
is
fa
ct
io
n.
 
H
au
se
r e
t a
l. 
(2
00
9)
O
w
ne
d
W
eb
si
te
A
lig
nm
en
t t
o 
co
ns
um
er
s'
 c
og
ni
tiv
e 
st
yl
e 
in
 te
rm
s 
of
- F
oc
us
ed
 c
on
te
nt
, l
ar
ge
-lo
ad
, g
ra
ph
ic
al
 m
or
ph
- G
en
er
al
 c
on
te
nt
, s
m
al
l-l
oa
d,
 v
er
ba
l m
or
ph
Pe
rs
on
al
iz
at
io
n 
&
 
ta
rg
et
in
g
- W
eb
si
te
s 
pr
ef
er
en
ce
↓ - P
ur
ch
as
e 
in
te
nt
io
n
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
 
-- Fi
rm
 
pe
rfo
rm
an
ce
1
In
 g
en
er
al
, w
eb
si
te
s 
ar
e 
m
or
e 
pr
ef
er
re
d 
an
d 
in
cr
ea
se
 s
al
es
 if
 th
ei
r 
ch
ar
ac
te
ri
st
ic
s 
(e
.g
., 
m
or
e 
fo
cu
se
d 
co
nt
en
t)
 m
at
ch
 c
us
to
m
er
s’
 c
og
ni
ti
ve
 s
ty
le
s 
(e
.g
., 
m
or
e 
an
al
yt
ic
). 
“M
or
ph
in
g”
 in
vo
lv
es
 a
ut
om
at
ic
al
ly
 m
at
ch
in
g 
th
e 
ba
si
c 
“l
oo
k 
an
d 
fe
el
” 
of
 a
 w
eb
si
te
 to
 c
og
ni
tiv
e 
st
yl
es
. I
n 
ca
se
 o
f p
er
fe
ct
 in
fo
rm
at
io
n 
on
 
co
gn
iti
ve
 s
ty
le
s,
 th
e 
op
tim
al
 “
m
or
ph
” 
as
si
gn
m
en
ts
 w
ou
ld
 in
cr
ea
se
 p
ur
ch
as
e 
in
te
nt
io
ns
 b
y 
21
%
. W
he
n 
co
gn
iti
ve
 s
ty
le
s 
ar
e 
pa
rt
ia
lly
 o
bs
er
va
bl
e,
 d
yn
am
ic
 
pr
og
ra
m
m
in
g 
do
es
 a
lm
os
t a
s 
w
el
l—
pu
rc
ha
se
 in
te
nt
io
ns
 c
an
 in
cr
ea
se
 b
y 
al
m
os
t 
20
%
.
K
al
ai
gn
an
am
, K
us
hw
ah
a,
 
an
d 
R
aj
av
i (
20
18
)
O
w
ne
d
W
eb
si
te
- P
er
so
na
liz
at
io
n
Pe
rs
on
al
iz
at
io
n 
&
 
ta
rg
et
in
g
- P
er
fo
rm
an
ce
 c
on
se
qu
en
ce
s
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 s
tu
dy
 e
xa
m
in
ed
 th
e 
pe
rf
or
m
an
ce
 c
on
se
qu
en
ce
s 
of
 w
eb
 p
er
so
na
li
za
ti
on
 
(W
P
) , 
a 
ty
pe
 o
f p
er
so
na
liz
at
io
n 
in
 w
hi
ch
 w
eb
 c
on
te
nt
 is
 p
er
so
na
liz
ed
 a
nd
 
re
co
m
m
en
da
tio
ns
 a
re
 o
ff
er
ed
 b
as
ed
 o
n 
cu
st
om
er
 p
re
fe
re
nc
es
. S
pe
ci
fic
al
ly
, t
he
 
au
th
or
s 
te
st
ed
 a
 c
on
ce
pt
ua
l m
od
el
, w
hi
ch
 p
ro
po
se
s 
th
at
 th
e 
im
pa
ct
 o
f 
W
P
 o
n 
sh
ar
eh
ol
de
r 
va
lu
e 
is
 m
ed
ia
te
d 
by
 (1
) c
as
h 
flo
w
 v
ol
at
ili
ty
 a
nd
 (2
) p
re
m
iu
m
 p
ric
e.
 
R
es
ul
ts
 s
ug
ge
st
 th
at
 w
hi
le
 W
P
 lo
w
er
s 
th
e 
vo
la
ti
li
ty
 o
f c
as
h 
fl
ow
s,
 it
 o
nl
y 
en
ab
le
s 
fir
m
s 
to
 c
ha
rg
e 
pr
em
iu
m
 p
ric
es
 w
he
n 
on
lin
e 
tr
us
t i
s 
hi
gh
. F
in
al
ly
, o
nl
in
e 
tr
us
t 
po
si
tiv
el
y 
m
od
er
at
es
 th
e 
re
la
tio
ns
hi
ps
 b
et
w
ee
n 
W
P
 a
nd
 c
as
h 
fl
ow
 v
ol
at
il
it
y 
an
d 
pr
ic
e 
pr
em
ia
.
K
öh
le
r e
t a
l. 
(2
01
1)
O
w
ne
d
W
eb
si
te
O
nl
in
e 
ag
en
ts
C
on
cr
et
e 
cu
es
- N
ew
co
m
er
 a
dj
us
tm
en
t (
so
ci
al
 
ac
ce
pt
an
ce
, r
ol
e 
cl
ar
ity
, s
el
f 
ef
fic
ac
y)
↓ - F
irm
-le
ve
l p
er
fo
rm
an
ce
 
(c
re
di
t a
cc
ou
nt
 b
al
an
ce
, 
nu
m
be
r o
f p
ay
m
en
ts
, 
tr
an
sa
ct
io
ns
, a
nd
 s
er
vi
ce
s 
us
ed
)
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
 
-- Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 s
tu
dy
 fo
cu
se
d 
on
 "
so
ci
al
iz
at
io
n 
ag
en
ts
" 
im
pl
em
en
te
d 
on
 w
eb
si
te
s,
 w
ho
se
 
pu
rp
os
e 
is
 to
 h
el
p 
ne
w
 c
us
to
m
er
s 
m
or
e 
ef
fe
ct
iv
el
y 
ad
ju
st
 to
 a
nd
 fu
nc
tio
n 
w
ith
in
 
th
e 
se
rv
ic
e 
en
vi
ro
nm
en
t o
n 
th
e 
si
te
. T
o 
in
ve
st
ig
at
e 
th
is
, t
he
 a
ut
ho
rs
 a
na
ly
ze
d 
th
e 
pr
oc
es
s 
by
 w
hi
ch
 o
nl
in
e 
ag
en
ts
 h
el
p 
bo
th
 n
ew
 a
nd
 e
xi
st
in
g 
co
ns
um
er
s 
ad
ju
st
 to
 a
nd
 fu
nc
tio
n 
w
ith
in
 n
ew
, u
nf
am
ili
ar
, o
r c
om
pl
ex
 s
er
vi
ce
 c
on
te
xt
s.
 T
he
y 
ex
am
in
e 
th
e 
im
pa
ct
 o
f a
n 
on
li
ne
 a
ge
nt
 o
n 
ac
co
un
t p
er
fo
rm
an
ce
 in
 th
e 
ba
nk
in
g 
in
du
st
ry
 a
nd
 fi
nd
 th
at
 b
ot
h 
in
te
ra
ct
io
n 
st
yl
e 
(p
ro
ac
tiv
e 
an
d 
re
ac
tiv
e)
 a
nd
 c
on
te
nt
 
(s
oc
ia
l a
nd
 fu
nc
ti
on
al
) o
f t
he
 o
nl
in
e 
ag
en
t s
ig
ni
fic
an
tly
 in
flu
en
ce
 th
e 
ne
w
co
m
er
 
ad
ju
st
m
en
t p
ro
ce
ss
 o
ve
r t
im
e,
 w
hi
ch
 in
 tu
rn
 in
flu
en
ce
s 
fi
rm
-l
ev
el
 p
er
fo
rm
an
ce
.
K
um
ar
 e
t a
l. 
(2
01
6)
O
w
ne
d
So
ci
al
 n
et
w
or
k 
pa
ge
- M
es
sa
ge
 s
en
tim
en
t
Va
le
nc
e 
&
 se
nt
im
en
t 
- S
pe
nd
in
g
- C
ro
ss
-b
uy
in
g
- C
us
to
m
er
 p
ro
fit
ab
ili
ty
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 e
xa
m
in
ed
 th
e 
ef
fe
ct
 o
f f
ir
m
-g
en
er
at
ed
 c
on
te
nt
 (F
G
C
) i
n 
so
ci
al
 m
ed
ia
 
on
 th
re
e 
ke
y 
cu
st
om
er
 m
et
ric
s:
 s
pe
nd
in
g,
 c
ro
ss
-b
uy
in
g,
 a
nd
 c
us
to
m
er
 
pr
of
it
ab
il
it
y.
 T
he
y 
pr
op
os
ed
 a
nd
 e
xa
m
in
ed
 th
e 
ef
fe
ct
 o
f 
th
re
e 
ch
ar
ac
te
ri
st
ic
s 
of
 
FG
C
: v
al
en
ce
, r
ec
ep
tiv
ity
, a
nd
 c
us
to
m
er
 s
us
ce
pt
ib
ili
ty
. T
he
 a
ut
ho
rs
 fi
nd
 th
at
 
w
he
re
as
 a
ll 
th
re
e 
co
m
po
ne
nt
s 
of
 F
G
C
 h
av
e 
a 
po
si
tiv
e 
im
pa
ct
, t
he
 e
ff
ec
t o
f F
G
C
 
re
ce
pt
iv
ity
 is
 th
e 
la
rg
es
t.
Essay III 
238 
 
 Ro
od
er
ke
rk
 a
nd
 P
au
w
el
s 
(2
01
6)
O
w
ne
d
B
lo
g
C
on
te
nt
 c
ha
ra
ct
er
is
tic
s
- P
ra
ct
ic
al
 u
til
ity
- C
on
tr
ov
er
si
al
ity
- S
el
f-
ce
nt
er
ed
ne
ss
- T
op
ic
 a
m
bi
gu
ity
Po
st
 c
ha
ra
ct
er
is
tic
s
- P
os
t l
en
gt
h
- S
en
te
nc
e 
le
ng
th
- H
yp
er
lin
k
- R
ea
da
bi
lit
y 
- Q
ue
st
io
n 
in
 ti
tle
- E
nc
ou
ra
ge
m
en
t
- P
os
iti
vi
ty
- N
eg
at
iv
ity
Pe
rc
ep
tu
al
 a
ttr
ib
ut
es
 
-- Vi
su
al
 d
es
ig
n 
-- C
on
cr
et
e 
cu
es
 
-- Ve
rb
al
 d
es
ig
n 
-- Va
le
nc
e 
&
 se
nt
im
en
t
- N
um
be
r o
f c
om
m
en
ts
 o
n 
a 
po
st
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
4
T
he
 a
ut
ho
rs
 in
ve
st
ig
at
ed
 w
ha
t c
on
te
nt
 fe
at
ur
es
 a
nd
 c
ha
ra
ct
er
is
ti
cs
 d
riv
e 
th
e 
nu
m
be
r 
of
 c
om
m
en
ts
 th
at
 a
 p
os
t r
ec
ei
ve
s 
on
 a
n 
on
lin
e 
di
sc
us
si
on
 fo
ru
m
. T
he
 
au
th
or
s 
pr
oj
ec
te
d 
th
at
 (i
) c
on
te
nt
 c
ha
ra
ct
er
is
ti
cs
, (
ii)
 p
os
t c
ha
ra
ct
er
is
ti
cs
, (
iii
) 
au
th
or
 c
ha
ra
ct
er
is
tic
s,
 a
nd
 (i
v)
 ti
m
in
g 
ch
ar
ac
te
ris
tic
s 
jo
in
tly
 d
et
er
m
in
e 
th
e 
nu
m
be
r 
of
 c
om
m
en
ts
 a
 p
os
t r
ec
ei
ve
s.
 S
ig
ni
fic
an
t r
es
ul
ts
 re
ve
al
ed
 th
at
 n
um
be
r 
of
 
co
m
m
en
ts
 o
n 
a 
po
st
 is
 p
os
iti
ve
ly
 in
flu
en
ce
d 
by
 p
er
ce
pt
ua
l a
tt
rib
ut
es
 (
pr
ac
ti
ca
l 
ut
il
it
y ,
 c
on
tr
ov
er
sy
, r
ea
da
bi
li
ty
) a
nd
 v
er
ba
l d
es
ig
n 
(q
ue
st
io
n 
in
 th
e 
ti
tl
e,
 
en
co
ur
ag
em
en
t)
. F
ur
th
er
 th
e 
am
ou
nt
 o
f c
om
m
en
ts
 is
 n
eg
at
iv
el
y 
im
pa
ct
ed
 b
y 
po
st
 le
ng
th
 (v
is
ua
l d
es
ig
n)
 a
nd
 h
yp
er
li
nk
s 
(c
on
cr
et
e 
cu
e)
. O
th
er
 d
im
en
si
on
s 
w
er
e 
no
t s
ig
ni
fic
an
t.
Sc
hu
m
an
n,
 W
an
ge
nh
ei
m
, 
an
d 
G
ro
en
e 
(2
01
3)
O
w
ne
d
W
eb
si
te
A
rg
um
en
t s
ty
le
- R
ec
ip
ro
ci
ty
 a
rg
um
en
t 
- U
til
ita
ria
n 
ar
gu
m
en
t
Ve
rb
al
 d
es
ig
n 
 
- A
cc
ep
ta
nc
e 
of
 ta
rg
et
ed
 o
nl
in
e 
ad
ve
rt
is
in
g
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
 
1
Si
nc
e 
ta
rg
et
in
g 
of
te
n 
cr
ea
te
s 
ne
ga
tiv
e 
co
ns
um
er
 re
ac
tio
ns
 a
nd
 w
eb
si
te
s 
co
nf
ro
nt
 in
cr
ea
si
ng
 re
gu
la
to
ry
 p
re
ss
ur
es
 to
 in
fo
rm
 c
on
su
m
er
s 
ab
ou
t t
he
ir 
pr
ac
tic
es
, t
he
 a
ut
ho
rs
 to
ok
 th
is
 is
su
e 
in
to
 a
cc
ou
nt
. T
he
y 
sh
ow
ed
 th
at
 a
 
no
rm
at
iv
e 
re
ci
pr
oc
it
y 
ar
gu
m
en
t i
s 
ge
ne
ra
lly
 m
or
e 
ef
fe
ct
iv
e 
th
an
 th
e 
cu
rr
en
t 
in
du
st
ry
 p
ra
ct
ic
e 
of
 u
si
ng
 a
 u
ti
li
ta
ri
an
 a
rg
um
en
t r
el
at
ed
 to
 a
dv
er
ti
si
ng
 
re
le
va
nc
e 
to
 in
cr
ea
se
 a
cc
ep
ta
nc
e 
of
 ta
rg
et
ed
 o
nl
in
e 
ad
ve
rt
is
in
g.
va
n 
La
er
 a
nd
 d
e 
R
uy
te
r 
(2
01
0)
O
w
ne
d
B
lo
g
- D
en
ia
l /
 a
po
lo
ge
tic
 c
on
te
nt
↕ - A
na
ly
tic
al
 / 
na
rr
at
iv
e 
fo
rm
at
Ve
rb
al
 d
es
ig
n 
- P
er
ce
iv
ed
 in
te
gr
ity
 o
f t
he
 fi
rm
↓ - C
on
su
m
er
s’
 in
te
nt
io
ns
 to
 
sw
itc
h
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
 
-- Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 p
os
it 
th
at
 n
ot
 o
nl
y 
w
ha
t (
w
ith
 w
hi
ch
 c
on
te
nt
) b
ut
 a
ls
o 
ho
w
 (i
n 
w
hi
ch
 fo
rm
at
) t
he
 c
om
pa
ny
 p
os
ts
 c
on
te
nt
, c
on
tr
ib
ut
es
 to
 a
n 
ef
fe
ct
iv
e 
re
st
or
at
io
n 
of
 in
te
gr
it
y 
an
d 
a 
re
du
ct
io
n 
of
 c
on
su
m
er
s'
 in
te
nt
io
ns
 to
 s
w
it
ch
. T
he
 
re
su
lts
 s
ho
w
ed
 th
at
 th
e 
co
m
bi
na
tio
n 
of
 d
en
ia
l c
on
te
nt
 a
nd
 a
na
ly
ti
ca
l f
or
m
at
 a
s 
w
el
l a
s 
ap
ol
og
et
ic
 c
on
te
nt
 a
nd
 n
ar
ra
ti
ve
 fo
rm
at
 w
or
ks
 b
et
te
r t
ha
n 
co
m
bi
na
tio
ns
 
of
 o
pp
os
in
g 
re
sp
on
se
 c
on
te
nt
 a
nd
 fo
rm
at
.
va
n 
N
oo
rt
, K
er
kh
of
, a
nd
 
Fe
nn
is
 (2
00
8)
O
w
ne
d
W
eb
si
te
H
yp
er
lin
ks
 a
nd
 s
ym
bo
ls
 u
se
d 
as
 s
af
et
y 
cu
es
- H
el
p
- G
en
er
al
 te
rm
s 
an
d 
co
nd
iti
on
s 
- D
el
iv
er
y 
st
at
us
- W
ar
ra
nt
y 
po
lic
y 
- C
us
to
m
er
 re
vi
ew
s
- M
on
ey
 b
ac
k 
gu
ar
an
te
e 
- Q
ua
lit
y 
gu
ar
an
te
e
- H
om
e 
sh
op
pi
ng
 w
ar
ra
nt
y 
- S
af
et
y 
w
ar
ra
nt
y
H
yp
er
lin
ks
 a
nd
 s
ym
bo
ls
 u
se
d 
as
 n
on
-s
af
et
y 
cu
es
- S
pe
ci
al
 o
ff
er
s
- P
ric
e 
co
m
pa
ris
on
 
- N
ew
 a
rr
iv
al
s
- G
ift
 g
ui
de
- C
he
ap
 o
ff
er
s 
- D
is
co
un
t
- L
ow
es
t p
ric
e 
gu
ar
an
te
e 
- A
dd
 to
 s
ho
pp
in
g 
ca
rt
 
- B
uy
 3
 p
ay
 2
C
on
cr
et
e 
cu
es
- R
is
k 
pe
rc
ep
tio
n
- A
tt
itu
de
 to
w
ar
d 
th
e 
w
eb
si
te
- A
tt
itu
de
 to
w
ar
d 
th
e 
re
ta
ile
r
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
 
1
T
he
 s
tu
dy
 u
se
d 
re
gu
la
to
ry
 fo
cu
s 
th
eo
ry
 (R
FT
) t
o 
pr
ed
ic
t t
he
 p
er
su
as
iv
en
es
s 
of
 
on
li
ne
 s
af
et
y 
cu
es
. A
cc
or
di
ng
 to
 R
FT
, p
eo
pl
e 
pr
oc
es
s 
in
fo
rm
at
io
n 
di
ff
er
en
tly
 
de
pe
nd
in
g 
on
 w
he
th
er
 th
ey
 s
tr
iv
e 
fo
r a
ch
ie
vi
ng
 g
ai
ns
 (p
ro
m
ot
io
n 
fo
cu
s)
 o
r 
av
oi
di
ng
 lo
ss
es
 (p
re
ve
nt
io
n 
fo
cu
s)
. T
he
 a
ut
ho
rs
 s
ho
w
 th
at
 th
e 
ef
fe
ct
 o
f 
on
li
ne
 
sa
fe
ty
 c
ue
s  
de
pe
nd
s 
on
 th
e 
co
ns
um
er
s’
 r
eg
ul
at
or
y 
fo
cu
s.
 A
 p
ilo
t s
tu
dy
 
de
m
on
st
ra
te
s 
th
at
 s
af
et
y-
or
ie
nt
ed
 w
eb
 c
on
te
nt
 lo
w
er
s 
co
ns
um
er
s’
 r
is
k
 
pe
rc
ep
ti
on
s,
 b
ut
 o
nl
y 
w
he
n 
in
 a
 p
re
ve
nt
io
n 
fo
cu
s.
 T
he
 m
ai
n 
st
ud
y 
re
pl
ic
at
ed
 a
nd
 
ex
te
nd
ed
 th
is
 fi
nd
in
g 
by
 s
ho
w
in
g 
th
at
 o
nl
in
e 
sa
fe
ty
 c
ue
s 
bo
th
 lo
w
er
 
co
ns
um
er
s’
 r
is
k
 p
er
ce
pt
io
ns
 a
nd
 e
ng
en
de
r 
m
or
e 
fa
vo
ra
bl
e 
at
ti
tu
de
s,
 
de
pe
nd
in
g 
on
 th
e 
re
gu
la
to
ry
 fo
cu
s.
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 Vi
lla
rr
oe
l O
rd
en
es
 e
t a
l. 
(2
01
9)
O
w
ne
d
So
ci
al
 n
et
w
or
k 
pa
ge
R
he
to
ric
al
 s
ty
le
s 
- A
lli
te
ra
tio
n 
- R
ep
et
iti
on
V
is
ua
ls
 (i
m
ag
e 
ac
ts
)
C
ro
ss
-m
es
sa
ge
 c
om
po
si
tio
ns
Ve
rb
al
 d
es
ig
n 
-- Vi
su
al
 d
es
ig
n 
-- C
on
gr
ue
nc
y 
&
 
al
ig
nm
en
t
- C
on
su
m
er
s'
 m
es
sa
ge
 s
ha
rin
g
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
1
W
ith
 a
 c
on
ce
pt
ua
l e
xt
en
si
on
 o
f s
pe
ec
h 
ac
t t
he
or
y,
 th
is
 s
tu
dy
 o
ff
er
ed
 a
 g
ra
nu
la
r 
as
se
ss
m
en
t o
f  b
ra
nd
s’
 m
es
sa
ge
 in
te
nt
io
ns
 (i
.e
., 
as
se
rt
iv
e,
 e
xp
re
ss
iv
e,
 o
r 
di
re
ct
iv
e)
 a
nd
 th
e 
ef
fe
ct
s 
on
 c
on
su
m
er
 s
ha
ri
ng
. T
he
 u
se
 o
f r
he
to
ri
ca
l s
ty
le
s 
(a
ll
it
er
at
io
n 
an
d 
re
pe
ti
ti
on
s)
 a
nd
 c
ro
ss
-m
es
sa
ge
 c
om
po
si
ti
on
s 
en
ha
nc
e 
co
ns
um
er
 m
es
sa
ge
 s
ha
ri
ng
. A
s 
a 
fu
rt
he
r e
xt
en
si
on
, a
n 
im
ag
e-
ba
se
d 
st
ud
y 
de
m
on
st
ra
te
d 
th
at
 th
e 
pr
es
en
ce
 o
f v
is
ua
ls
, o
r s
o-
ca
lle
d 
im
ag
e 
ac
ts
, i
nc
re
as
es
 
m
es
sa
ge
 s
ha
ri
ng
.
Z
ha
ng
, M
oe
, a
nd
 S
ch
w
ei
de
l 
(2
01
7)
O
w
ne
d
So
ci
al
 n
et
w
or
k 
pa
ge
- F
it 
be
tw
ee
n 
m
es
sa
ge
 c
on
te
nt
 a
nd
 in
di
vi
du
al
 
us
er
s
Pe
rs
on
al
iz
at
io
n 
&
 
ta
rg
et
in
g
- R
eb
ro
ad
ca
st
in
g 
be
ha
vi
or
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 in
ve
st
ig
at
ed
 th
e 
dr
iv
er
s 
of
 s
oc
ia
l m
ed
ia
 r
eb
ro
ad
ca
st
in
g 
be
ha
vi
or
 b
y 
jo
in
tly
 e
xa
m
in
in
g 
th
e 
ef
fe
ct
s 
of
 m
es
sa
ge
 c
on
te
nt
, u
se
r h
et
er
og
en
ei
ty
, t
he
 fi
t 
be
tw
ee
n 
m
es
sa
ge
 c
on
te
nt
 a
nd
 in
di
vi
du
al
 u
se
rs
, a
nd
 th
e 
in
flu
en
ce
 o
f p
rio
r 
re
br
oa
dc
as
tin
g 
ac
tiv
ity
. T
he
y 
fo
cu
se
d 
on
 T
w
itt
er
 p
os
ts
 fr
om
 th
e 
to
p 
10
 b
us
in
es
s 
sc
ho
ol
s.
 R
es
ul
ts
 s
ho
w
ed
 th
at
 n
ot
 o
nl
y 
do
es
 r
eb
ro
ad
ca
st
in
g 
ac
ti
vi
ty
 v
ar
y 
w
ith
 
th
e 
co
nt
en
t o
f t
he
 o
rig
in
al
 m
es
sa
ge
 b
ut
 a
ls
o 
th
at
 in
di
vi
du
al
s 
ar
e 
m
or
e 
lik
el
y 
to
 
re
br
oa
dc
as
t c
on
te
nt
 th
at
 c
lo
se
ly
 fi
ts
 w
it
h 
th
ei
r 
ow
n 
in
te
re
st
s.
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 Au
th
or
M
ed
ia
 ty
pe
T
ou
ch
po
in
t
Ex
tr
ac
ti
on
s 
(c
on
te
nt
)
C
on
te
nt
 d
im
en
si
on
s
Ex
tr
ac
ti
on
s 
(c
on
se
qu
en
ce
s)
C
on
se
qu
en
ce
s
Ti
er
K
ey
 fi
nd
in
gs
A
gn
ih
ot
ri 
an
d 
B
ha
tt
ac
ha
ry
a 
(2
01
6)
*
Ea
rn
ed
R
ev
ie
w
- S
en
tim
en
t
Va
le
nc
e 
&
 se
nt
im
en
t
- R
ev
ie
w
 h
el
pf
ul
ne
ss
Pe
rc
ep
tu
al
 
at
tr
ib
ut
es
 
2
A
ss
oc
ia
te
d 
se
nt
im
en
ts
 in
 te
xt
 p
ro
vi
de
 tw
o 
im
po
rt
an
t q
ua
lit
at
iv
e 
cu
es
 th
at
 
in
flu
en
ce
 th
e 
he
lp
fu
ln
es
s 
of
 o
nl
in
e 
re
vi
ew
s.
 T
he
 s
tu
dy
 a
ss
er
te
d 
th
at
 a
ft
er
 a
n 
id
ea
l p
oi
nt
 is
 a
tt
ai
ne
d,
 lu
ci
d 
an
d 
se
nt
im
en
ta
l r
ev
ie
w
s 
di
m
in
is
h 
in
 u
til
ity
 (i
.e
., 
he
lp
fu
ln
es
s 
of
 a
n 
on
lin
e 
re
vi
ew
 fo
r c
on
su
m
er
s 
de
cr
ea
se
s)
. T
hi
s 
m
ay
 h
ap
pe
n 
be
ca
us
e 
co
ns
um
er
s 
ar
e 
w
ar
y 
of
 fr
au
du
le
nt
 re
vi
ew
s.
 T
hi
s 
st
ud
y 
pr
op
os
ed
 th
at
 if
 
ex
pe
rie
nc
ed
 re
vi
ew
er
s 
gi
ve
 s
uc
h 
ex
tr
em
e 
re
vi
ew
s,
 th
en
 c
on
su
m
er
s 
m
ig
ht
 s
til
l 
dr
aw
 u
til
ity
 fr
om
 th
es
e 
re
vi
ew
s.
A
rc
ha
k,
 G
ho
se
, a
nd
 
Ip
ei
ro
tis
 (2
01
1)
Ea
rn
ed
R
ev
ie
w
- M
en
tio
n 
of
 s
pe
ci
fic
 p
ro
du
ct
 a
tt
rib
ut
es
 o
f 
ca
m
er
as
 (e
.g
., 
pi
ct
ur
e 
qu
al
ity
, e
as
e 
of
 u
se
, 
si
ze
/w
ei
gh
t, 
vi
de
o 
qu
al
ity
)
Ve
rb
al
 d
es
ig
n
- S
al
es
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 u
se
d 
fe
at
ur
e-
ba
se
d 
se
nt
im
en
t a
na
ly
si
s,
 w
hi
ch
 e
xt
ra
ct
s 
se
nt
im
en
ts
 
re
la
tin
g 
to
 th
e 
pr
od
uc
t a
tt
ri
bu
te
s 
an
d 
es
tim
at
e 
th
ei
r i
m
pa
ct
 o
n 
sa
le
s.
 F
-t
es
t o
f t
he
 
m
od
el
 w
ith
 te
xt
ua
l v
ar
ia
bl
es
 a
ga
in
st
 th
e 
sa
m
e 
m
od
el
 w
ith
ou
t t
ex
tu
al
 in
fo
rm
at
io
n 
re
ve
al
ed
 th
at
 th
e 
to
p 
20
 o
pi
ni
on
 p
hr
as
es
 s
ig
ni
fic
an
tly
 in
cr
ea
se
s 
pr
od
uc
t s
al
es
. 
B
er
ge
r, 
So
re
ns
en
, a
nd
 
R
as
m
us
se
n 
(2
01
0)
Ea
rn
ed
R
ev
ie
w
- N
eg
at
iv
e 
in
fo
rm
at
io
n 
ab
ou
t a
 p
ro
du
ct
Va
le
nc
e 
&
 se
nt
im
en
t
- P
ro
du
ct
 a
w
ar
en
es
s 
↓ - S
al
es
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
 
-- Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 a
rg
ue
d 
th
at
 n
eg
at
iv
e 
pu
bl
ic
it
y 
ca
n 
in
cr
ea
se
 s
al
es
 b
y 
in
cr
ea
si
ng
 
pr
od
uc
t a
w
ar
en
es
s.
 F
ur
th
er
, t
he
 a
ut
ho
rs
 s
ho
w
ed
 th
at
 n
eg
at
iv
e 
pu
bl
ic
it
y 
ha
s 
di
ff
er
en
tia
l e
ff
ec
ts
 o
n 
es
ta
bl
is
he
d 
ve
rs
us
 u
nk
no
w
n 
pr
od
uc
ts
: A
 n
eg
at
iv
e 
re
vi
ew
 
in
 th
e 
N
ew
 Y
or
k 
T
im
es
 h
ur
ts
 s
al
es
 o
f b
oo
ks
 b
y 
w
el
l-k
no
w
n 
au
th
or
s 
bu
t 
in
cr
ea
se
s 
sa
le
s 
of
 b
oo
ks
 th
at
 h
as
 lo
w
er
 p
rio
r a
w
ar
en
es
s.
C
he
va
lie
r a
nd
 M
ay
zl
in
 
(2
00
6)
Ea
rn
ed
R
ev
ie
w
- S
en
tim
en
t
- S
ta
r r
at
in
g
- L
en
gt
h
Va
le
nc
e 
&
 se
nt
im
en
t 
-- C
on
cr
et
e 
cu
es
 
-- Vi
su
al
 d
es
ig
n
- S
al
es
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 fo
un
d 
ev
id
en
ce
 fr
om
 th
ei
r a
na
ly
si
s 
of
 r
ev
ie
w
 le
ng
th
 (i
.e
., 
to
ta
l 
nu
m
be
r o
f c
ha
ra
ct
er
s 
in
 th
e 
on
lin
e 
re
vi
ew
) t
ha
t c
us
to
m
er
s 
re
ad
 re
vi
ew
 te
xt
 ra
th
er
 
th
an
 re
ly
in
g 
si
m
pl
y 
on
 s
um
m
ar
y 
st
at
is
tic
s.
 F
ur
th
er
, a
n 
im
pr
ov
em
en
t i
n 
a 
bo
ok
's
 
re
vi
ew
s 
le
ad
s 
to
 a
n 
in
cr
ea
se
 in
 re
la
tiv
e 
sa
le
s 
an
d 
th
e 
im
pa
ct
 o
f 1
-s
ta
r 
re
vi
ew
s 
is
 
gr
ea
te
r t
ha
n 
th
e 
im
pa
ct
 o
f 5
-s
ta
r 
re
vi
ew
s.
de
 V
rie
s,
 G
en
sl
er
, a
nd
 
Le
ef
la
ng
 (2
01
7)
*
Ea
rn
ed
So
ci
al
 n
et
w
or
k 
po
st
- V
al
en
ce
Va
le
nc
e 
&
 se
nt
im
en
t
- B
ra
nd
-b
ui
ld
in
g 
m
et
ric
s
Fi
rm
 
pe
rfo
rm
an
ce
1
T
hi
s 
st
ud
y 
ex
am
in
ed
 th
e 
re
la
tiv
e 
ef
fe
ct
iv
en
es
s 
of
 tr
ad
iti
on
al
 a
dv
er
tis
in
g,
 
im
pr
es
si
on
s 
ge
ne
ra
te
d 
th
ro
ug
h 
fir
m
-t
o-
co
ns
um
er
 (F
2C
) m
es
sa
ge
s 
on
 F
ac
eb
oo
k,
 
an
d 
th
e 
vo
lu
m
e 
an
d 
va
le
nc
e 
of
 c
on
su
m
er
-t
o-
co
ns
um
er
 (C
2C
) m
es
sa
ge
s 
on
 
T
w
itt
er
 a
nd
 w
eb
 fo
ru
m
s 
fo
r b
ra
nd
-b
ui
ld
in
g 
an
d 
cu
st
om
er
 a
cq
ui
si
tio
n 
ef
fo
rt
s.
 T
he
 
re
su
lts
 s
ho
w
ed
 th
at
 fi
rm
s 
ca
n 
st
im
ul
at
e 
th
e 
vo
lu
m
e 
an
d 
va
le
nc
e 
of
 C
2C
 
m
es
sa
ge
s 
th
ro
ug
h 
tr
ad
iti
on
al
 a
dv
er
tis
in
g 
th
at
 in
 tu
rn
 in
flu
en
ce
s 
br
an
d 
bu
ild
in
g 
an
d 
ac
qu
is
iti
on
.
D
ha
r a
nd
 C
ha
ng
 (2
00
9)
Ea
rn
ed
R
ev
ie
w
- S
ta
r r
at
in
g
C
on
cr
et
e 
cu
es
- (
A
lb
um
) s
al
es
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ve
ra
ge
 c
on
su
m
er
 r
at
in
g 
w
as
 s
ta
tis
tic
al
ly
 s
ig
ni
fic
an
t i
n 
pr
ed
ic
tin
g 
al
bu
m
 
sa
le
s 
on
e 
w
ee
k 
ah
ea
d 
al
bu
m
 re
le
as
e.
D
ua
n,
 G
u,
 a
nd
 W
hi
ns
to
n 
(2
00
8)
Ea
rn
ed
R
ev
ie
w
- R
at
in
g
Va
le
nc
e 
&
 se
nt
im
en
t
- (
M
ov
ie
) s
al
es
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 re
su
lt 
sh
ow
ed
 th
at
 th
e 
ra
ti
ng
 o
f o
nl
in
e 
us
er
 r
ev
ie
w
s 
ha
s 
no
 s
ig
ni
fic
an
t 
im
pa
ct
 o
n 
m
ov
ie
s'
 b
ox
 o
ff
ic
e 
re
ve
nu
es
 a
ft
er
 a
cc
ou
nt
in
g 
fo
r t
he
 e
nd
og
en
ei
ty
, 
in
di
ca
tin
g 
th
at
 o
nl
in
e 
us
er
 r
ev
ie
w
s 
ha
ve
 li
tt
le
 p
er
su
as
iv
e 
ef
fe
ct
 o
n 
co
ns
um
er
 
pu
rc
ha
se
 d
ec
is
io
ns
. I
n 
co
nt
ra
st
 to
 e
ar
lie
r o
nl
in
e 
w
or
d-
of
- m
ou
th
 s
tu
di
es
, t
he
 
au
th
or
s 
fo
un
d 
th
at
 h
ig
he
r r
at
in
gs
 d
o 
no
t l
ea
d 
to
 h
ig
he
r 
sa
le
s,
 b
ut
 th
e 
nu
m
be
r o
f 
po
st
s 
is
 s
ig
ni
fic
an
tly
 a
ss
oc
ia
te
d 
w
ith
 m
ov
ie
 s
al
es
.
Fe
lb
er
m
ay
r a
nd
 N
an
op
ou
lo
s 
(2
01
6)
Ea
rn
ed
R
ev
ie
w
- E
m
ot
io
ns
Pe
rc
ep
tu
al
 a
ttr
ib
ut
es
- R
ev
ie
w
 q
ua
lit
y
Pe
rc
ep
tu
al
 
at
tr
ib
ut
es
 
n.
a.
T
he
 a
ut
ho
rs
 p
re
se
nt
ed
 a
n 
ap
pr
oa
ch
 to
 e
xt
ra
ct
in
g 
em
ot
io
n 
co
nt
en
t f
ro
m
 o
nl
in
e 
re
vi
ew
s 
in
 o
rd
er
 to
 m
ea
su
re
 th
e 
im
po
rt
an
ce
 o
f v
ar
io
us
 e
m
ot
io
n 
di
m
en
si
on
s 
w
ith
in
 d
iff
er
en
t p
ro
du
ct
 c
at
eg
or
ie
s.
 T
he
 e
m
pi
ric
al
 e
va
lu
at
io
n 
in
 th
is
 s
tu
dy
 
su
gg
es
te
d 
th
at
 tr
us
t, 
jo
y,
 a
nd
 a
nt
ic
ip
at
io
n 
ar
e 
th
e 
m
os
t d
ec
is
iv
e 
em
ot
io
n 
qu
al
it
y 
di
m
en
si
on
.
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 Ge
lp
er
, P
er
es
, a
nd
 
El
ia
sh
be
rg
 (2
01
8)
*
Ea
rn
ed
eW
oM
 (g
en
er
al
)
-V
al
en
ce
Va
le
nc
e 
&
 se
nt
im
en
t
- P
ro
du
ct
 s
al
es
Fi
rm
 
pe
rfo
rm
an
ce
1
C
on
te
nt
 a
na
ly
si
s 
re
ve
al
ed
 th
at
 e
W
oM
 in
 s
pi
ke
s 
is
 m
or
e 
po
si
tiv
e 
in
 s
en
tim
en
t 
an
d 
is
 m
or
e 
lik
el
y 
to
 d
ea
l w
ith
 fa
ct
ua
l d
et
ai
ls
 th
an
 is
 e
W
oM
 o
ut
si
de
 s
pi
ke
s.
 P
re
-
re
le
as
e 
eW
oM
 s
pi
ke
s 
al
so
 c
on
tr
ib
ut
e 
si
gn
ifi
ca
nt
ly
 to
 th
e 
pr
ed
ic
ta
bi
lit
y 
of
 fu
tu
re
 
pr
od
uc
t s
al
es
.
G
ol
de
nb
er
g,
 O
es
tr
ei
ch
er
-
Si
ng
er
, a
nd
 R
ei
ch
m
an
 (2
01
0)
Ea
rn
ed
So
ci
al
 n
et
w
or
k 
po
st
- U
se
r-
ge
ne
ra
te
d 
lin
ks
C
on
cr
et
e 
cu
es
- E
xp
lo
ra
tio
n 
ef
fic
ie
nc
y
↓ - C
on
su
m
er
 s
at
is
fa
ct
io
n
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
1
T
he
 a
ut
ho
rs
 in
ve
st
ig
at
ed
 th
e 
ro
le
 o
f d
ua
l-n
et
w
or
k 
st
ru
ct
ur
e 
in
 fa
ci
lit
at
in
g 
co
nt
en
t e
xp
lo
ra
tio
n.
 A
na
ly
zi
ng
 Y
ou
T
ub
e'
s 
du
al
 n
et
w
or
k,
 th
ey
 fo
un
d 
th
at
 u
se
r-
ge
ne
ra
te
d 
li
nk
s 
im
pr
ov
e 
ex
pl
or
at
io
n 
ef
fi
ci
en
cy
 b
y 
le
ad
in
g 
co
ns
um
er
s 
to
 fi
nd
 
be
tt
er
 c
on
te
nt
 m
or
e 
qu
ic
kl
y 
an
d 
im
pr
ov
e  
ex
pl
or
at
io
n 
ef
fe
ct
iv
en
es
s 
by
 in
cr
ea
si
ng
 
ov
er
al
l c
on
su
m
er
 s
at
is
fa
ct
io
n.
 
G
op
in
at
h,
 T
ho
m
as
, a
nd
 
K
ris
hn
am
ur
th
i (
20
14
)
Ea
rn
ed
eW
oM
 (g
en
er
al
)
- V
al
en
ce
Va
le
nc
e 
&
 se
nt
im
en
t
- S
al
es
 (o
ve
r t
im
e)
Fi
rm
 
pe
rfo
rm
an
ce
1
A
m
on
g 
th
e 
di
ff
er
en
t e
W
oM
 m
ea
su
re
s,
 o
nl
y 
th
e 
va
le
nc
e 
of
 r
ec
om
m
en
da
ti
on
 w
as
 
fo
un
d 
to
 h
av
e 
a 
di
re
ct
 im
pa
ct
 o
n 
sa
le
s;
 i.
e.
, n
ot
 a
ll 
eW
oM
 is
 th
e 
sa
m
e.
 T
hi
s 
im
pa
ct
 in
cr
ea
se
s 
ov
er
 ti
m
e.
 M
or
eo
ve
r, 
th
e 
vo
lu
m
e 
of
 e
W
oM
 d
oe
s 
no
t h
av
e 
a 
si
gn
ifi
ca
nt
 im
pa
ct
 o
n 
sa
le
s.
 T
hi
s 
su
gg
es
ts
 th
at
, i
n 
th
e 
au
th
or
s'
 d
at
a,
 “
w
ha
t 
pe
op
le
 s
ay
” 
is
 m
or
e 
im
po
rt
an
t t
ha
n 
“h
ow
 m
uc
h 
pe
op
le
 s
ay
.”
H
am
ilt
on
, S
ch
lo
ss
er
, a
nd
 
C
he
n 
(2
01
6)
*
Ea
rn
ed
eW
oM
 (g
en
er
al
)
- A
tt
rib
ut
es
 m
en
tio
ne
d
Ve
rb
al
 d
es
ig
n 
- R
ep
et
iti
on
 o
f a
tt
rib
ut
es
 in
 
fu
rt
he
r p
os
ts
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 s
ho
w
ed
 th
at
 a
tt
rib
ut
es
 m
en
tio
ne
d 
by
 p
re
vi
ou
s 
re
sp
on
de
nt
s 
si
gn
ifi
ca
nt
ly
 in
flu
en
ce
d 
w
hi
ch
 a
tt
rib
ut
es
 s
ub
se
qu
en
t r
es
po
nd
en
ts
 m
en
tio
ne
d 
in
 
th
ei
r p
os
ts
. I
n 
fa
ct
, e
ve
n 
w
he
n 
it 
w
as
 c
le
ar
 th
at
 a
n 
at
tr
ib
ut
e 
w
as
 n
ot
 c
rit
ic
al
 to
 th
e 
ad
vi
ce
 s
ee
ke
r, 
pa
rt
ic
ip
an
ts
 c
on
fo
rm
ed
 b
y 
re
pe
at
in
g 
it 
w
he
n 
it 
ha
d 
be
en
 
m
en
tio
ne
d 
by
 a
 p
re
vi
ou
s 
re
sp
on
de
nt
. F
ur
th
er
m
or
e,
 in
di
vi
du
al
 d
iff
er
en
ce
s 
in
 
de
si
re
 to
 a
ff
ili
at
e 
st
re
ng
th
en
 th
e 
in
flu
en
ce
 o
f t
he
 fi
rs
t r
es
po
nd
en
t’
s 
po
st
 o
n 
su
bs
eq
ue
nt
 p
os
ts
, e
sp
ec
ia
lly
 w
he
n 
th
e 
at
tr
ib
ut
e 
m
en
tio
ne
d 
by
 th
e 
fir
st
 
re
sp
on
de
nt
 w
as
 n
on
cr
iti
ca
l.
H
o-
D
ac
, C
ar
so
n,
 a
nd
 M
oo
re
 
(2
01
3)
Ea
rn
ed
R
ev
ie
w
- V
al
en
ce
Va
le
nc
e 
&
 se
nt
im
en
t
- S
al
es
 (s
tr
on
g 
vs
. w
ea
k 
br
an
ds
)
Fi
rm
 
pe
rfo
rm
an
ce
1
P
os
it
iv
e 
(n
eg
at
iv
e)
 r
ev
ie
w
s 
in
cr
ea
se
 (d
ec
re
as
e)
 th
e 
sa
le
s 
of
 m
od
el
s 
of
 w
ea
k
 
br
an
ds
 (i
.e
., 
br
an
ds
 w
ith
ou
t s
ig
ni
fic
an
t p
os
iti
ve
 b
ra
nd
 e
qu
ity
). 
In
 c
on
tr
as
t, 
re
vi
ew
s 
ha
ve
 n
o 
si
gn
ifi
ca
nt
 im
pa
ct
 o
n 
th
e 
sa
le
s 
of
 th
e 
m
od
el
s 
of
 s
tr
on
g 
br
an
ds
, 
al
th
ou
gh
 th
es
e 
m
od
el
s 
do
 re
ce
iv
e 
a 
si
gn
ifi
ca
nt
 s
al
es
 b
oo
st
 fr
om
 th
ei
r g
re
at
er
 
br
an
d 
eq
ui
ty
. T
hi
s 
cr
ea
te
s 
a 
po
si
tiv
e 
fe
ed
ba
ck
 lo
op
 b
et
w
ee
n 
sa
le
s 
an
d 
po
si
tiv
e 
re
vi
ew
s 
fo
r m
od
el
s 
of
 w
ea
k 
br
an
ds
 th
at
 n
ot
 o
nl
y 
he
lp
s 
th
ei
r s
al
es
 b
ut
 a
ls
o 
in
cr
ea
se
s 
ov
er
al
l b
ra
nd
 e
qu
ity
. F
ur
th
er
, r
ev
ie
w
s 
m
at
te
r l
es
s 
in
 th
e 
pr
es
en
ce
 o
f 
st
ro
ng
 b
ra
nd
s .
 P
os
iti
ve
 re
vi
ew
s 
fu
nc
tio
n 
di
ff
er
en
tly
 th
an
 m
ar
ke
tin
g 
co
m
m
un
ic
at
io
ns
 in
 th
at
 th
ei
r e
ff
ec
t i
s 
gr
ea
te
r f
or
 w
ea
k 
br
an
ds
.
H
u 
et
 a
l. 
(2
01
4)
Ea
rn
ed
R
ev
ie
w
- S
ta
r r
at
in
g
- S
en
tim
en
t
C
on
cr
et
e 
cu
es
 
-- Va
le
nc
e 
&
 se
nt
im
en
t
- S
al
es
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 fo
un
d 
th
at
 s
ta
r 
ra
ti
ng
s 
do
 n
ot
 h
av
e 
a 
si
gn
ifi
ca
nt
 d
ire
ct
 im
pa
ct
 o
n 
sa
le
s  
bu
t h
av
e 
an
 in
di
re
ct
 im
pa
ct
 th
ro
ug
h 
se
nt
im
en
ts
. S
en
ti
m
en
ts
, h
ow
ev
er
, 
ha
ve
 a
 d
ire
ct
 s
ig
ni
fic
an
t i
m
pa
ct
 o
n  
sa
le
s.
K
ro
nr
od
 a
nd
 D
an
zi
ge
r 
(2
01
3)
Ea
rn
ed
R
ev
ie
w
- F
ig
ur
at
iv
e 
la
ng
ua
ge
Ve
rb
al
 d
es
ig
n
- A
tt
itu
de
s 
to
w
ar
d 
pr
od
uc
ts
 
(h
ed
on
ic
 v
s.
 u
til
ita
ria
n)
↓ - H
ed
on
ic
 a
nd
 u
til
ita
ria
n 
pr
od
uc
t p
ur
ch
as
e
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
 
-- Fi
rm
 
pe
rfo
rm
an
ce
1
St
ud
y 
1 
sh
ow
ed
 th
at
 c
on
su
m
er
 re
vi
ew
s 
co
nt
ai
ni
ng
 m
or
e 
fi
gu
ra
ti
ve
 la
ng
ua
ge
 
le
ad
 to
 m
or
e 
fa
vo
ra
bl
e 
at
ti
tu
de
s 
in
 h
ed
on
ic
, b
ut
 n
ot
 u
til
ita
ria
n,
 c
on
su
m
pt
io
n 
co
nt
ex
ts
, a
nd
 th
at
 c
on
ve
rs
at
io
na
l n
or
m
s 
ab
ou
t 
fi
gu
ra
ti
ve
 la
ng
ua
ge
 g
ov
er
n 
th
is
 
ef
fe
ct
. S
tu
dy
 2
 re
ve
al
ed
 th
at
 re
ad
in
g 
a 
re
vi
ew
 c
on
ta
in
in
g 
fi
gu
ra
ti
ve
 la
ng
ua
ge
 
in
cr
ea
se
s 
ch
oi
ce
 o
f h
ed
on
ic
 o
ve
r u
til
ita
ria
n 
op
tio
ns
.
Li
u 
(2
00
6)
Ea
rn
ed
eW
oM
 (g
en
er
al
)
- V
al
an
ce
Va
le
nc
e 
&
 se
nt
im
en
t
- M
ov
ie
s'
 b
ox
 o
ff
ic
e 
re
ve
nu
e
Fi
rm
 
pe
rfo
rm
an
ce
1
eW
oM
 o
ff
er
s 
si
gn
ifi
ca
nt
 e
xp
la
na
to
ry
 p
ow
er
 fo
r b
ot
h 
ag
gr
eg
at
e 
an
d 
w
ee
kl
y 
bo
x 
of
fic
e 
re
ve
nu
e,
 e
sp
ec
ia
lly
 in
 th
e 
ea
rly
 w
ee
ks
 a
ft
er
 a
 m
ov
ie
 o
pe
ns
. M
os
t o
f t
hi
s 
ex
pl
an
at
or
y 
po
w
er
 c
om
es
 fr
om
 th
e 
vo
lu
m
e 
of
 e
W
oM
 a
nd
 n
ot
 fr
om
 it
s 
va
le
nc
e,
 a
s 
m
ea
su
re
d 
by
 th
e 
pe
rc
en
ta
ge
s 
of
 p
os
it
iv
e 
an
d 
ne
ga
ti
ve
 m
es
sa
ge
s.
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 Liu
-T
ho
m
pk
in
s 
an
d 
R
og
er
so
n 
(2
01
2)
*
Ea
rn
ed
So
ci
al
 n
et
w
or
k 
po
st
- E
nt
er
ta
in
m
en
t v
al
ue
- E
du
ca
tio
na
l v
al
ue
- P
ro
du
ct
io
n 
qu
al
ity
Pe
rc
ep
tu
al
 a
ttr
ib
ut
es
 
- D
iff
us
io
n 
(c
on
te
nt
 p
op
ul
ar
ity
)
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
4
T
he
 a
ut
ho
rs
 c
om
bi
ne
d 
ne
tw
or
k 
an
al
ys
is
 a
nd
 th
e 
di
ff
us
io
n 
lit
er
at
ur
e 
to
 s
tu
dy
 th
e 
sp
re
ad
in
g 
of
 u
se
r-
ge
ne
ra
te
d 
vi
de
os
 o
nl
in
e.
 T
he
y 
id
en
tif
ed
 th
re
e 
gr
ou
ps
 o
f 
fa
ct
or
s 
th
at
 a
ff
ec
t d
iff
us
io
n 
ou
tc
om
es
: n
et
w
or
k 
st
ru
ct
ur
e,
 c
on
te
nt
 
ch
ar
ac
te
ris
tic
s,
 a
nd
 a
ut
ho
r c
ha
ra
ct
er
is
tic
s.
 E
xa
m
in
in
g 
co
nt
en
t c
ha
ra
ct
er
is
tic
s,
 
th
ey
 s
ho
w
ed
 th
at
 e
nt
er
ta
in
m
en
t a
nd
 e
du
ca
tio
na
l v
al
ue
s 
af
fe
ct
 d
iff
us
io
n 
bu
t 
pr
od
uc
tio
n 
qu
al
ity
 d
oe
s 
no
t m
at
te
r.
Lu
dw
ig
 e
t a
l. 
(2
01
2)
Ea
rn
ed
R
ev
ie
w
A
ff
ec
tiv
e 
co
nt
en
t 
- P
os
iti
ve
 
- N
eg
at
iv
e
- L
in
gu
is
tic
 s
ty
le
 m
at
ch
es
 (L
SM
) 
Va
le
nc
e 
&
 se
nt
im
en
t 
-- Pe
rs
on
al
iz
at
io
n 
&
 
ta
rg
et
in
g
- C
on
ve
rs
io
n 
ra
te
Fi
rm
 
pe
rfo
rm
an
ce
1
H
ig
h 
le
ve
ls
 o
f l
in
gu
is
ti
c 
st
yl
e 
m
at
ch
es
 (L
S
M
) b
et
w
ee
n 
a 
pr
od
uc
t r
ev
ie
w
 a
nd
 th
e 
in
te
re
st
 g
ro
up
’s
 li
ng
ui
st
ic
 s
ty
le
 re
su
lts
 in
 g
re
at
er
 id
en
tif
ic
at
io
n 
th
an
 lo
w
 le
ve
ls
 o
f 
LS
M
 ir
re
sp
ec
tiv
e 
of
 th
e 
va
le
nc
e 
of
 th
e 
re
vi
ew
s’
 a
ff
ec
tiv
e 
co
nt
en
t. 
Fu
rt
he
r, 
po
si
tiv
e 
af
fe
ct
iv
e 
co
nt
en
t i
nc
re
as
es
 c
on
ve
rs
io
n 
ra
te
 in
 c
on
tr
as
t t
o 
ne
ga
tiv
e 
af
fe
ct
iv
e 
co
nt
en
t. 
M
or
eo
ve
r, 
re
vi
ew
s 
w
ith
 a
 h
ig
h 
L
S
M
 in
cr
ea
se
 c
on
ve
rs
io
n 
ra
te
.
M
ar
ch
an
d,
 H
en
ni
g-
T
hu
ra
u,
 
an
d 
W
ie
rt
z 
(2
01
7)
*
Ea
rn
ed
eW
oM
 (g
en
er
al
)
- V
al
en
ce
Va
le
nc
e 
&
 se
nt
im
en
t
- S
al
es
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
r f
ou
nd
 th
at
 p
rio
r t
o 
pr
od
uc
t l
au
nc
h,
 th
e 
vo
lu
m
es
 o
f m
ic
ro
bl
og
s 
an
d 
co
ns
um
er
 re
vi
ew
s,
 to
ge
th
er
 w
ith
 a
dv
er
tis
in
g,
 re
pr
es
en
t p
rim
ar
y 
sa
le
s 
dr
iv
er
s.
 
A
ft
er
 la
un
ch
, t
he
 v
ol
um
e 
of
 m
ic
ro
bl
og
s 
is
 in
iti
al
ly
 in
flu
en
tia
l, 
th
en
 lo
se
s 
im
pa
ct
, 
w
he
re
as
 th
e 
im
pa
ct
 o
f t
he
 v
ol
um
e 
of
 c
on
su
m
er
 re
vi
ew
s 
co
nt
in
ue
s 
to
 g
ro
w
. T
he
 
va
le
nc
e 
of
 c
on
su
m
er
 re
vi
ew
s 
ga
in
s 
si
gn
ifi
ca
nc
e 
on
ly
 n
ea
r t
he
 e
nd
 o
f t
he
 
ob
se
rv
at
io
n 
pe
rio
d,
 b
ut
 th
e 
va
le
nc
e 
of
 m
ic
ro
bl
og
gi
ng
 is
 n
ev
er
 in
flu
en
tia
l.
M
oo
re
 (2
01
2)
Ea
rn
ed
R
ev
ie
w
Sp
ec
ifi
c 
lin
gu
is
tic
 c
on
te
nt
- E
xp
la
in
in
g 
la
ng
ua
ge
- N
on
-e
xp
la
in
in
g 
la
ng
ua
ge
Ve
rb
al
 d
es
ig
n
- I
nt
en
tio
ns
 to
 re
pe
at
 th
e 
co
nt
en
t
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
1
C
om
pa
re
d 
to
 n
on
-e
xp
la
in
in
g 
la
ng
ua
ge
, e
xp
la
in
in
g 
la
ng
ua
ge
 in
flu
en
ce
s 
st
or
yt
el
le
rs
 b
y 
in
cr
ea
si
ng
 th
ei
r u
nd
er
st
an
di
ng
 o
f c
on
su
m
pt
io
n 
ex
pe
ri
en
ce
s.
 
U
nd
er
st
an
di
ng
 d
am
pe
ns
 s
to
ry
te
lle
rs
’ e
va
lu
at
io
ns
 o
f a
nd
 in
te
nt
io
ns
 to
w
ar
d 
po
si
tiv
e 
an
d 
ne
ga
tiv
e 
he
do
ni
c 
ex
pe
rie
nc
es
 b
ut
 p
ol
ar
iz
es
 s
to
ry
te
lle
rs
’ e
va
lu
at
io
ns
 
of
 a
nd
 in
te
nt
io
ns
 to
w
ar
d 
po
si
tiv
e 
an
d 
ne
ga
tiv
e 
ut
ili
ta
ria
n 
ex
pe
rie
nc
es
.
N
am
 a
nd
 K
an
na
n 
(2
01
4)
Ea
rn
ed
So
ci
al
 n
et
w
or
k 
po
st
- S
oc
ia
l t
ag
s 
C
on
cr
et
e 
cu
es
- F
irm
 v
al
ue
Fi
rm
 
pe
rfo
rm
an
ce
1
T
hi
s 
ar
tic
le
 in
ve
st
ig
at
ed
 h
ow
 th
e 
in
fo
rm
at
io
n 
co
nt
ai
ne
d 
in
 s
oc
ia
l t
ag
s 
ca
n 
ac
t a
s 
a 
pr
ox
y 
m
ea
su
re
 fo
r b
ra
nd
 p
er
fo
rm
an
ce
 a
nd
 c
an
 p
re
di
ct
 th
e 
fin
an
ci
al
 v
al
ua
tio
n 
of
 a
 fi
rm
. T
he
 a
ut
ho
rs
 e
xa
m
in
ed
 s
oc
ia
l t
ag
gi
ng
 d
at
a 
an
d 
fin
d 
th
at
 s
oc
ia
l 
ta
g–
ba
se
d 
br
an
d 
m
an
ag
em
en
t m
et
ric
s 
ca
pt
ur
in
g 
br
an
d 
fa
m
ili
ar
ity
, f
av
or
ab
ili
ty
 o
f 
as
so
ci
at
io
ns
, a
nd
 c
om
pe
tit
iv
e 
ov
er
la
ps
 o
f b
ra
nd
 a
ss
oc
ia
tio
ns
 c
an
 e
xp
la
in
 
un
an
tic
ip
at
ed
 s
to
ck
 r
et
ur
ns
. I
n 
ad
di
tio
n,
 th
ey
 fo
un
d 
th
at
 in
 m
an
ag
in
g 
br
an
d 
eq
ui
ty
, i
t i
s 
m
or
e 
im
po
rt
an
t f
or
 s
tr
on
g 
br
an
ds
 to
 e
nh
an
ce
 c
at
eg
or
y 
do
m
in
an
ce
, 
w
he
re
as
 it
 is
 m
or
e 
cr
iti
ca
l f
or
 w
ea
k 
br
an
ds
 to
 e
nh
an
ce
 c
on
ne
ct
ed
ne
ss
.
O
ni
sh
i a
nd
 M
an
ch
an
da
 
(2
01
2)
Ea
rn
ed
So
ci
al
 n
et
w
or
k 
po
st
- V
al
en
ce
Va
le
nc
e 
&
 se
nt
im
en
t
- S
al
es
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 c
oe
ff
ic
ie
nt
 o
f t
he
 v
ol
um
e 
of
 c
ur
re
nt
 b
lo
gs
 th
at
 a
re
 c
la
ss
ifi
ed
 a
s 
ha
vi
ng
 a
 
po
si
ti
ve
 v
al
en
ce
 is
 p
os
iti
ve
 a
nd
 s
ig
ni
fic
an
t o
n 
sa
le
s 
vo
lu
m
e.
Pa
n 
an
d 
Z
ha
ng
 (2
01
1)
Ea
rn
ed
R
ev
ie
w
- V
al
en
ce
- L
en
gt
h
Va
le
nc
e 
&
 se
nt
im
en
t 
-- Vi
su
al
 d
es
ig
n
- R
ev
ie
w
 h
el
pf
ul
ne
ss
Pe
rc
ep
tu
al
 
at
tr
ib
ut
es
 
2
T
he
 a
ut
ho
rs
 e
xa
m
in
ed
 r
ev
ie
w
 c
ha
ra
ct
er
is
ti
cs
, p
ro
du
ct
 ty
pe
, a
nd
 re
vi
ew
er
 
ch
ar
ac
te
ris
tic
s 
on
 p
er
ce
iv
ed
 r
ev
ie
w
 h
el
pf
ul
ne
ss
. T
he
y 
fo
un
d 
th
at
 b
ot
h 
re
vi
ew
 
va
le
nc
e 
an
d 
le
ng
th
 h
av
e 
po
si
tiv
e 
ef
fe
ct
s 
on
 r
ev
ie
w
 h
el
pf
ul
ne
ss
, b
ut
 th
e 
pr
od
uc
t 
ty
pe
 (i
.e
., 
ex
pe
rie
nt
ia
l v
s.
 u
til
ita
ria
n 
pr
od
uc
t)
 m
od
er
at
es
 th
es
e 
ef
fe
ct
s.
Pa
uw
el
s,
 A
ks
eh
irl
i, 
an
d 
La
ck
m
an
 (2
01
6)
*
Ea
rn
ed
eW
oM
 (g
en
er
al
)
- A
dv
er
tis
in
g-
re
la
te
d 
co
nt
en
t
- V
al
en
ce
Ve
rb
al
 d
es
ig
n 
-- Va
le
nc
e 
&
 se
nt
im
en
t
- T
ra
ff
ic
 (o
nl
in
e 
st
or
e)
- P
ur
ch
as
e
To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
 
-- Fi
rm
 
pe
rfo
rm
an
ce
1
El
ec
tr
on
ic
 w
or
d-
of
-m
ou
th
 (e
W
oM
) i
s 
of
te
n 
tr
ac
ke
d 
in
 v
ol
um
e 
an
d 
va
le
nc
e 
m
et
ric
s,
 b
ut
 th
e 
to
pi
c 
of
 c
on
ve
rs
at
io
n 
m
ay
 v
ar
y 
fr
om
 th
e 
br
an
d 
to
 it
s 
ad
ve
rt
is
in
g 
to
 p
ur
ch
as
e 
st
at
em
en
ts
. H
ow
 d
o 
th
es
e 
di
ff
er
en
t t
op
ic
s 
af
fe
ct
 c
om
pa
ny
 
pe
rf
or
m
an
ce
? 
T
hi
s 
pa
pe
r q
ua
nt
ifi
ed
 th
e 
dy
na
m
ic
 in
te
ra
ct
io
ns
 a
m
on
g 
m
ar
ke
tin
g,
 
eW
oM
 c
on
te
nt
, s
ea
rc
h,
 a
nd
 o
nl
in
e 
an
d 
of
fli
ne
 s
to
re
 tr
af
fic
 fo
r a
n 
ap
pa
re
l r
et
ai
le
r. 
W
hi
le
 it
 y
ie
ld
s 
a 
si
m
ila
r o
nl
in
e 
st
or
e 
tr
af
fic
 li
ft
, a
dv
er
tis
in
g-
re
la
te
d 
eW
oM
 y
ie
ld
s 
on
ly
 h
al
f t
he
 o
ff
lin
e 
st
or
e 
tr
af
fic
 li
ft
 o
f b
ra
nd
-r
el
at
ed
 e
W
oM
 a
nd
 o
f n
eu
tr
al
 
eW
oM
 a
bo
ut
 p
ur
ch
as
in
g 
at
 th
e 
re
ta
ile
r.
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 Sc
hl
os
se
r (
20
11
)
Ea
rn
ed
R
ev
ie
w
- T
w
o-
 a
nd
 o
ne
-s
id
ed
 a
rg
um
en
ts
↓ - H
el
pf
ul
ne
ss
Ve
rb
al
 d
es
ig
n
↓ Pe
rc
ep
tu
al
 a
ttr
ib
ut
es
- P
er
su
as
io
n
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
3
Pr
es
en
tin
g 
tw
o-
si
de
d 
ar
gu
m
en
ts
 is
 n
ot
 a
lw
ay
s 
m
or
e 
he
lp
fu
l a
nd
 c
an
 e
ve
n 
be
 le
ss
 
pe
rs
ua
si
ve
 th
an
 p
re
se
nt
in
g 
on
e 
si
de
. S
pe
ci
fic
al
ly
, t
he
 e
ff
ec
ts
 o
f t
w
o-
 v
er
su
s 
on
e-
si
de
d 
ar
gu
m
en
ts
 d
ep
en
d 
on
 th
e 
co
ns
is
te
nc
y 
be
tw
ee
n 
a 
re
vi
ew
er
's
 a
rg
um
en
ts
 
an
d 
ra
tin
g.
Sc
hw
ei
de
l a
nd
 M
oe
 (2
01
4)
Ea
rn
ed
So
ci
al
 n
et
w
or
k 
po
st
- P
os
iti
ve
, n
eu
tr
al
, n
eg
at
iv
e 
co
m
m
en
ts
- P
ro
du
ct
s 
m
en
tio
ne
d
- A
tt
rib
ut
es
 m
en
tio
ne
d
Va
le
nc
e 
&
 se
nt
im
en
t 
-- Ve
rb
al
 d
es
ig
n
- S
to
ck
 p
ric
es
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 s
im
ul
ta
ne
ou
sl
y 
m
od
el
ed
 (1
) t
he
 s
en
tim
en
t e
xp
re
ss
ed
 in
 a
 p
os
te
d 
co
m
m
en
t a
nd
 (2
) t
he
 p
os
te
r’
s 
ve
nu
e 
fo
rm
at
 c
ho
ic
e 
as
 a
 fu
nc
tio
n 
of
 a
 la
te
nt
 
co
ns
tr
uc
t t
he
y 
re
fe
r t
o 
as
 th
e 
“g
en
er
al
 b
ra
nd
 im
pr
es
si
on
” 
(G
B
I)
. T
he
y 
sh
ow
ed
 
th
at
 c
om
m
en
ts
 c
on
tr
ib
ut
ed
 to
 d
iff
er
en
t s
oc
ia
l m
ed
ia
 v
en
ue
 fo
rm
at
s 
va
ry
 in
 te
rm
s 
of
 th
e 
se
nt
im
en
t e
xp
re
ss
ed
 a
nd
 th
ei
r f
oc
al
 to
pi
c 
(i.
e.
, t
he
 p
ro
du
ct
 a
nd
 a
tt
rib
ut
e 
re
fe
re
nc
ed
). 
Fu
rt
he
r, 
th
ey
 c
om
pa
re
d 
th
e 
m
ea
su
re
 o
f G
B
I w
ith
 c
ha
ng
es
 in
 th
e 
st
oc
k 
pr
ic
es
 a
nd
 fi
nd
 th
at
 G
B
I c
an
 s
er
ve
 a
s 
a 
le
ad
in
g 
in
di
ca
to
r f
or
 s
hi
ft
s 
in
 s
to
ck
 
pr
ic
es
.
Si
er
in
g,
 M
un
te
rm
an
n,
 a
nd
 
R
aj
ag
op
al
an
 (2
01
8)
*
Ea
rn
ed
R
ev
ie
w
- S
pe
ci
fic
 re
vi
ew
 c
on
te
nt
 (p
ro
du
ct
 
  q
ua
lit
y 
re
la
te
dn
es
s)
- W
rit
in
g 
st
yl
es
Ve
rb
al
 d
es
ig
n
- R
ev
ie
w
 h
el
pf
ul
ne
ss
Pe
rc
ep
tu
al
 
at
tr
ib
ut
es
 
2
T
hi
s 
re
se
ar
ch
 a
dd
re
ss
ed
 th
e 
pr
ob
le
m
 o
f p
re
di
ct
in
g 
th
e 
he
lp
fu
ln
es
s 
of
 o
nl
in
e 
pr
od
uc
t r
ev
ie
w
s 
by
 d
ev
el
op
in
g 
a 
co
m
pr
eh
en
si
ve
 re
se
ar
ch
 m
od
el
 g
ui
de
d 
by
 th
e 
th
eo
re
tic
al
 fo
un
da
tio
ns
 o
f s
ig
na
lin
g 
th
eo
ry
. T
he
 a
ut
ho
rs
 o
bs
er
ve
d 
th
at
 re
vi
ew
 
co
nt
en
t-
re
la
te
d 
si
gn
al
s 
(i.
e.
, s
pe
ci
fic
 re
vi
ew
 c
on
te
nt
 a
nd
 w
rit
in
g 
st
yl
es
) a
nd
 
re
vi
ew
er
-r
el
at
ed
 s
ig
na
ls
 (i
.e
., 
re
vi
ew
er
 e
xp
er
tis
e 
an
d 
no
n-
an
on
ym
ity
) b
ot
h 
in
flu
en
ce
 re
vi
ew
 h
el
pf
ul
ne
ss
.
St
ew
ar
d,
 N
ar
us
, a
nd
 R
oe
hm
 
(2
01
8)
*
Ea
rn
ed
R
ev
ie
w
-V
al
en
ce
Va
le
nc
e 
&
 se
nt
im
en
t
- A
tt
itu
de
 
↓ - I
nt
en
tio
n 
to
 p
ur
ch
as
e
- L
ik
el
ih
oo
d 
to
 s
ha
re
C
on
su
m
er
 
m
in
d-
se
t m
et
ri
cs
 
-- Fi
rm
 
pe
rfo
rm
an
ce
 
-- To
uc
hp
oi
nt
 
pe
rfo
rm
an
ce
1
T
he
 re
su
lts
 in
di
ca
te
d 
th
at
 B
2B
 b
uy
er
s 
ar
e 
dr
iv
en
 to
 re
so
lv
e 
di
ff
er
en
ce
s 
in
 
re
vi
ew
s 
ra
th
er
 th
an
 to
 d
is
m
is
s 
ne
ga
tiv
e 
re
vi
ew
s.
 In
 a
dd
iti
on
, e
ve
n 
po
si
tiv
e 
in
te
rn
al
 re
vi
ew
s 
pr
om
pt
 e
xp
lo
ra
tio
n 
to
 c
on
fir
m
 th
at
 re
la
tio
na
l b
ia
s 
is
 n
ot
 p
re
se
nt
.
T
an
g 
(2
01
7)
*
Ea
rn
ed
R
ev
ie
w
- V
al
en
ce
Va
le
nc
e 
&
 se
nt
im
en
t
- M
ar
ke
t s
ha
re
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
r f
ou
nd
 th
at
 in
di
vi
du
al
is
m
, p
ow
er
 d
is
ta
nc
e,
 a
nd
 u
nc
er
ta
in
ty
 a
vo
id
an
ce
 
te
m
pe
re
d 
th
e 
ef
fe
ct
 o
f e
W
oM
 o
n 
m
ar
ke
t s
ha
re
. I
n 
pa
rt
ic
ul
ar
, t
he
 im
pa
ct
 o
f p
re
ss
 
re
le
as
es
 a
nd
 n
eg
at
iv
e 
re
vi
ew
s 
ha
s 
be
en
 o
ve
rr
at
ed
.
T
an
g,
 F
an
g,
 a
nd
 W
an
g 
(2
01
4)
Ea
rn
ed
So
ci
al
 n
et
w
or
k 
po
st
Po
la
riz
ed
 U
G
C
- P
os
iti
ve
 
- N
eg
at
iv
e
N
eu
tr
al
 U
G
C
- M
ix
ed
-n
eu
tr
al
 
- I
nd
iff
er
en
t-
ne
ut
ra
l
Va
le
nc
e 
&
 se
nt
im
en
t
- S
al
es
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 p
ro
po
se
d 
th
at
 p
os
it
iv
e 
an
d 
ne
ga
ti
ve
 u
se
r-
ge
ne
ra
te
d 
co
nt
en
t (
U
G
C
) 
on
ly
 p
ro
vi
de
 o
pp
or
tu
ni
tie
s 
fo
r c
on
su
m
er
s 
to
 p
ro
ce
ss
 p
ro
du
ct
-r
el
at
ed
 
in
fo
rm
at
io
n,
 w
he
re
as
 b
ot
h 
m
ix
ed
- a
nd
 in
di
ff
er
en
t-
ne
ut
ra
l U
G
C
 a
ff
ec
t 
co
ns
um
er
s’
 m
ot
iv
at
io
n 
an
d 
ab
il
it
y 
to
 p
ro
ce
ss
 p
os
it
iv
e 
an
d 
ne
ga
ti
ve
 U
G
C
. T
he
 
re
su
lts
 o
f t
hr
ee
 s
tu
di
es
 u
si
ng
 m
ul
tip
le
 m
ea
su
re
s 
(t
ex
t a
nd
 n
um
er
ic
al
 U
G
C
), 
co
nt
ex
ts
 (a
ut
om
ob
ile
s,
 m
ov
ie
s,
 a
nd
 ta
bl
et
s)
, a
nd
 m
et
ho
ds
 (e
m
pi
ric
al
 a
nd
 
be
ha
vi
or
al
 e
xp
er
im
en
t)
 in
di
ca
te
d 
ef
fe
ct
s 
su
ch
 th
at
 m
ix
ed
-n
eu
tr
al
 U
G
C
 a
m
pl
ifi
es
 
th
e 
ef
fe
ct
s 
of
 p
os
it
iv
e 
an
d 
ne
ga
ti
ve
 U
G
C
, w
he
re
as
 in
di
ff
er
en
t-
ne
ut
ra
l U
G
C
 
at
te
nu
at
es
 th
em
. 
T
iru
ni
lla
i a
nd
 T
el
lis
 (2
01
2)
Ea
rn
ed
R
ev
ie
w
- P
os
iti
vi
ty
- N
eg
at
iv
ity
Va
le
nc
e 
&
 se
nt
im
en
t
- S
to
ck
 m
ar
ke
t p
er
fo
rm
an
ce
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 e
ff
ec
t o
f n
eg
at
iv
e 
an
d 
po
si
ti
ve
 m
et
ric
s 
of
 U
G
C
 o
n 
ab
no
rm
al
 r
et
ur
ns
 is
 
as
ym
m
et
ric
. W
he
re
as
 n
eg
at
iv
e 
U
G
C
 h
as
 a
 s
ig
ni
fic
an
t n
eg
at
iv
e 
ef
fe
ct
 o
n 
ab
no
rm
al
 r
et
ur
ns
 w
ith
 a
 s
ho
rt
 “
w
ea
r-
in
” 
an
d 
lo
ng
 “
w
ea
r-
ou
t,”
 p
os
it
iv
e 
U
G
C
 h
as
 
no
 s
ig
ni
fic
an
t e
ff
ec
t o
n 
th
es
e 
m
et
ric
s.
 T
he
 v
ol
um
e 
of
 c
ha
tt
er
 a
nd
 n
eg
at
iv
e 
ch
at
te
r 
ha
ve
 a
 s
ig
ni
fic
an
t p
os
it
iv
e 
ef
fe
ct
 o
n 
tr
ad
in
g 
vo
lu
m
e.
 Id
io
sy
nc
ra
tic
 ri
sk
 
in
cr
ea
se
s 
si
gn
ifi
ca
nt
ly
 w
ith
 n
eg
at
iv
e 
in
fo
rm
at
io
n 
in
 U
G
C
. P
os
it
iv
e 
in
fo
rm
at
io
n 
do
es
 n
ot
 h
av
e 
m
uc
h 
in
flu
en
ce
 o
n 
th
e 
ri
sk
 o
f t
he
 fi
rm
.
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 W
at
so
n,
 G
ho
sh
, a
nd
 
T
ru
so
v 
(2
01
8)
*
Ea
rn
ed
R
ev
ie
w
-V
al
en
ce
Va
le
nc
e 
&
 se
nt
im
en
t
- O
nl
in
e 
pu
rc
ha
se
Fi
rm
 
pe
rfo
rm
an
ce
1
T
he
 a
ut
ho
rs
 a
rg
ue
d 
th
at
 th
e 
di
ag
no
st
ic
ity
 o
f t
he
 n
um
be
r o
f r
ev
ie
w
s,
 re
la
tiv
e 
to
 
av
er
ag
e 
pr
od
uc
t r
at
in
gs
, i
nc
re
as
es
 w
he
n 
av
er
ag
e 
pr
od
uc
t r
at
in
gs
 a
re
 n
eg
at
iv
e 
or
 
ne
ut
ra
l (
vs
. p
os
iti
ve
) a
nd
 w
he
n 
th
e 
le
ve
l o
f r
ev
ie
w
 n
um
be
rs
 in
 a
 c
ho
ic
e 
se
t i
s 
lo
w
 
(v
s.
 h
ig
h)
. A
s 
a 
re
su
lt,
 w
he
n 
co
ns
um
er
s 
ch
oo
se
 a
m
on
g 
th
e 
be
st
 o
pt
io
ns
 o
n 
on
e 
of
 th
e 
re
vi
ew
 a
tt
rib
ut
es
 (a
ve
ra
ge
 p
ro
du
ct
 ra
tin
gs
 o
r t
he
 n
um
be
r o
f r
ev
ie
w
s)
, t
he
ir 
pr
ef
er
en
ce
 s
hi
ft
s 
fr
om
 th
e 
hi
gh
er
-r
at
ed
 o
pt
io
n 
w
ith
 fe
w
er
 re
vi
ew
s 
to
w
ar
d 
th
e 
lo
w
er
-r
at
ed
 o
pt
io
n 
w
ith
 m
or
e 
re
vi
ew
s.
 
W
ea
th
er
s,
 S
w
ai
n,
 a
nd
 
G
ro
ve
r (
20
15
)
Ea
rn
ed
R
ev
ie
w
- C
re
di
bi
lit
y 
Pe
rc
ep
tu
al
 a
ttr
ib
ut
es
 
- R
ev
ie
w
 h
el
pf
ul
ne
ss
Pe
rc
ep
tu
al
 
at
tr
ib
ut
es
 
n.
a.
T
he
 a
ut
ho
rs
 in
tr
od
uc
ed
 a
 n
ew
 m
et
ho
do
lo
gy
 fo
r i
de
nt
ify
in
g 
th
e 
re
vi
ew
 fa
ct
or
s 
th
at
 s
ho
pp
er
s 
us
e 
to
 e
va
lu
at
e 
re
vi
ew
 h
el
pf
ul
ne
ss
 a
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